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Many a business man complains of 


Stagnation in Business 


Without stopping to consider that, as its name 
implies, stagnation is the stopping (standing 
still) of business energy and enterprise. 


The healthy condition of water is motion. 
The healthy condition of business is activity. 


If a Business man falls into the habit 
of “ letting up”’ at this time of the year, 
he makes his own business stagnation 


/mprovement in Business 


Comes from individual resumption of business activ- 
ity. Itis wise to start soon ; it is wiser never co stop; 
for “Keeping everlastingly at it brings success,’ 
Stir Yourself 
Stir Your Help 
Stir Your Customers. 
To stir things generally, and keep them 
stirred, is business, For this purpose 
there is nothing better than 


Newspaper Advertising 


When about to do little or much of it consult 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 
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THE 
Atlantic Coast Lists. 


What Are They? 
THEY ARE LOCAL LISTS OF FOURTEEN HUNDRED 
FAmiILy NEwspaPERS—published in prosper- 
ous towns and villages of the New England, 
Middle and Southern States—being read by 
nearly six million people weekly. 


What Are They Good for ? 
THEY ARE GOOD FOR EVERYBODY Who may 


wish to communicate with, or sell goods 
to, the people outside of large cities. 


HALF A CENT A LINE A PAPER 











is the price for transient advertising. Quite 
discount on yearly orders. 

Catalogues and lots more information sent 
when an advertiser makes the request. 


NEW YORK NEWSPAPER UNION, 
134 Leonard Street, New York. 





From A. D. WORTHINGTON & CO., 
Publishers of Subscription Books : 
We have often used your Attantic Coast Lists and 
with unvarying success. We consider yours the BEST 
list of co-operative papers extant, and one which will 





yield excellent results to advertisers. 
A. D. WORTHINGTON & CO, 
HartrorD, Conn., Dec. 5, 1890. 
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NEW YORK, 


ADVERTISING BY PROFES- 
SIONAL MEN, 


I am firmly of the opinion that there 
sa profitable field for development in 
this direction. 

After giving the subject a good deal 
of thought, and weighing the objections 
already raised and to be anticipated, I 
have a settled conviction that the law- 
yer, the doctor, the dentist, the archi- 
tect or any other professional man can 
call to his aid the limitless power of 
printers’ ink and advertise in display 
type in the advertising columns of the 
newspaper or magazine to his advan- 
tage and without loss of self-respect or 
public estimation, 

l his question has received the atten- 
tion of professional men as well as the 
advertising fraternity, and, with due 
respect to those who have discussed it, 
{ maintain that they have failed to ap- 
proach the subject from its true point 
of observation. 

I am aware that custom and a sup- 
posed unwritten law, which is fostered 
by the exclusive and super-dignified 
element of all professions, frown upon 
the mere mention of this subject. It 
does not follow that their ban of dis- 
pleasure and sarcastic comments in any 
manner reflects upon the enterprising 
ind independent man, who, confident 
of his own worth, his professional abil- 
ty, moral and social equality, trampling 

n custom, appeals to the common 
nse of the public for the correctness 
of his acts and motives. 

Advertising is the legitimate coadju- 
tor of any legitimate business, Noone 
sccupation or set of men has a monop- 
oly of it by any code of common sense. 

When properly used and developed 
to its capacity for good, it is as honor- 
able and as dignified in its application 
to the professions mentioned as it is 
to the merchant, manufacturer, pub- 
lisher, playwright, the artist or the 
pulpit. 
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Like anything else, it can be put to 
wrong ends; but that should not dis- 
credit advertising as a proper factor 
for good purposes. 

As well denounce religion because 
there are hypocrites, or condemn water 
as a drink because men are drowned in 
the bay. 

Because rascals and disreputable 
members of the profession have in- 
voked its aid, does not limit its useful- 
ness when put to good ends. 

rhe professional man must, in the 
beginning of his practice, bend his 
energies to building up a large circle 
of acquaintances. In the ordinary 
course of events, and following the 


usual habits of all professional men, 
he is obscure for the first ten years of 


his practice. After that time, if fort- 
une favors him, he rises with more or 
less rapidity to a position which is at 
once profitable and honorable. During 
the first ten years he is forbidden to do 
other than wait and struggle. Luck, 
family influence, personal wealth or 
phenomenal talents may enable him to 
shorten the term of probation ; but for 
every one who achieves the distinction 
which his ambition craves sooner than 
ten years, a dozen fail altogether and 
drop by the wayside discouraged, or 
struggle on through life in obscurity. 

What is my method? Suppose we 
take. the law as the profession first to 
be emancipated, 

I fully believe part of the great diffi- 
culty which confounds many who other- 
wise might venture is their inability to 
grasp the possibilities of advertising, 
and because they are not able to write 
such advertising as should be employed. 

This objection has little weight, for 
if they cannot write it there are those 
who can. 

Suppose a lawyer from Albany, Bos- 
ton or Chicago comes to New York, 
believing that this city offers the best 
field for his ability and ambition. We 
will suppose that he has no influential 
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acquaintances here, and has no busi- 
ness to succeed to or handle, except 
that which he gets by personal effort 
after arrival here. He has a little 
ready money, a good library, is well 
qualified and has a good moral charac- 
ter, and can, if necessary, refer satis- 
factorily to his former place of practice. 
We will not claim for him any ex- 
traordinary ability—simply, that he is 
an average lawyer. 

Let him secure well-appointed of- 
fices in a central and accessible loca- 
tion, and appear to the public, when 
seen, in an advantageous light. Ap- 
pearances often create impressions 
which are contrary to fact, and in any 
city a good office, substantially fur- 
nished and neatly kept, is a good rec- 
ommendation. 

As the best advertising mediums for 
his business I should recommend the 
use of the evening papers, as their cir- 
culation is almost entirely confined to 
the city, and local business is the 
easiest to get for new beginners. 


Contract for one insertion each week 
in six of the evening papers, using a 
space of about two or three inches. 
The average rate per agate line in these 


papers is about 25 cents; so that the 
daily cost would be about ten dollars. 
In six months this would foot up to 
$1,800. For the next six months the 
number of insertions could be reduced 
to half the number, and after that the 
matter would adjust itself. 

Let him use long primer or pica 
type almost exclusively, and take the 
following arguments as texts for the 
different advertisements : 

**I ama lawyer, and have had the 
benefit of a thorough legal education. 
I have had a number of years of active 
practice, and believe myself competent 
to discharge, successfully, the duties of 
a lawyer. 

“*T have a good office, convenient to 
the public, a good library, and have all 
the facilities for the transaction of a 
legal business. 

“*I respectfully ask for a share of 
public patronage. 

**Lest my motives be misunder- 
stood and I suffer from unfair crit- 
icism, I wish to place myself fairly on 
record. 

**I want no questionable business of 
any description. 

**I will not employ any unprofes- 
sional or dishonorable means to secure 
business. 

“IT am not a specialist, or do not 
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claim phenomenal ability or skill in m- 
profession. 

‘* T seek only the legal business that is 
usually handled in the most reputable 
offices. 

‘*I take this method of soliciting 
business, because I believe it is perfectly 
legitimate and proper. 

‘* Because I believe people will be 
attracted by my advertising to my office 
quite as naturally as they are by the 
street signs which guide the transient 
clients to the waiting attorney. 

‘*Because I am unwilling to wait 
twenty years for the acquaintance which 
I believe can be acquired in twenty 
months. 

** Because I prefer to work rather 
than to idly fold my hands and wait, 
Micawber-like, for something to turn 
up. 
** Because I believe that when it is 
thought over by the public my enter- 
prise and independence will win me 
friends. 

‘**Because when my ideas and po- 
sition are more generally known, and 
this method of creating business has 
demonstrated its applicability to mine 
and similar professions, I shall be in- 
strumental in opening a new channel 
for the younger members of the pro- 
fessions, and place them on an equal 
footing with the young man in other 
lines of business.” 

I have given but a few of the many 
sound reasons why such a course should 
win business and break down the bar- 
riers of professional intolerance. With 
ina year his name can be familiar t« 
nine-tenths of the people of New York 
whose acquaintance is worth having. 

If business did not follow, it would 
be contrary to all precedent in other 
cases. 

The same line of argument and th 
same methods could apply as well to 
any of the other professions. 

I repeat I am firmly convinced that 
this method of treating the subjec 
could not fail to be a success. 

Perhaps the idea is too far in advance 
of the times, and that no one who has 
the necessary qualifications, either in 
moral courage, enterprise, or money to 
spare, will be found to test the question ; 
but time will prove the soundness of 
the theory. 

It is simply common sense, and that 
eventually overrides intolerance and 
primitive customs among enlightened, 
progressive people. 

A. L, TEELE. 
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ODD “ADS.” 


Perhaps the excerpts here offered will 
amuse ; maybe some of the anecdotes 
related will serve as pointers to those 
readers whose business they best apply 
to. I simply present these reminis- 
cences of peculiar advertisements in 
two hemispheres as a seasonable New 
Year’s offering to advertisers who may 
not have seen, heard or read of any or 
all of them. 

Nearly twenty years ago a little 
huckster’s shop in Fulton street, Brook- 
yn, had this easily remembered sign 
above the door : 

THIS STORE IS HANDY 
FOR DANDY CANDY 
MADE BY AMANDY. 

This candied announcement was, of 
well known to all the 
toothed youngsters within a mile of the 
store, and great was the business it drew. 

Not quite so musical, but certainly 
more spirited, was the announcement 
generally to be seen pinned on the office 
door of acertain New York lawyer, who 
was also agent for a liquor-importing 
house. With pen and ink was scrawled 
on a blank sheet : 


course, sweet- 


Back in 15 minutes, Gone 
To get a drink of ** Glenlivet ’’— 
The best Scotch whisky made. 

A Brooklyn dentist has to-day an 
illustrated sign outside his office which 
is quite unique in its way. It portrays 

‘* victim” in the act of smiling at the 
dentist, who has just extracted an enor- 
mous tooth, 

Above the sketch are these lines : 

1 wish todraw attention 
To the drawing underneath ; 
If you will draw a little check 
will draw your teeth ! 

I believe the artist must have drawn 
mn his imagination as well as the sign. 
Chat the sufferer should smile at the 
lentist sounds too thin ; yet the artist 
shows the tooth out. 

In Manchester, England, an enter- 
prising restaurateur, named Holmes, 
turned to account a popular ballad by 

eading his advertisements with these 
uphonious words : 
HOLMES’ SWEET HOME! 
There is no place like Holmes’! 

Inside his establishment, he hac 
printed cards on the walls, the reading 
natter thereon commencing : 

There is a dial withinevery sinner, _ 

Which points exactly to the hour of dinner; 

Noris that dial ever known to be 

Lehind its time for breakfast or for tea, 

So it is well to know in time of need, 

A comfortable place wherein to feed, 
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and goes on to enumerate in about 
thirty lines the various dishes obtainable 
at certain hours in the day. 

An undertaker in Leeds, England, 
used to have the following strange sign 
outside his place of business : 

Some people die of coughing, 
By coffins I must live, 
Please patronize me often; 
I'll satisfaction give. 
Though some have a misgiving 
Of me, it may be said 
Before I earn my living 
I’m bound to urn my dead. 

This was almost tomb-much for an 
asthmatical man to read without want- 
ing to die. 

Somewhere in Holborn, London, I 
once noticed a large crowd surrounding 
an Italian organ-grinder,. ‘The man 
was turning away at the handle for dear 
life, but not a sound came from the in- 
strument. On examining the front of 
the machine, however, one’s eyes met 
the following significant advice : 

This is nothing to the relief one feels after 
taking Hoge’s Horehound Honey! 

Terry, an English comedian, played 
in a comedy of his own called the 

‘Church Warden” some few years 
A church warden in England, be- 
sides meaning a church dignitary, is also 
the name of those very long clay pipes 
invariably found in English village inns. 
This enabled the actor to get up a very 
odd and effective advertisement, by 
sending daily through the streets of 
London a dozen ‘‘ sandwich men,” each 
carrying a colossal pipe labeled, ** The 
Church Warden—something to draw !" 
It is needless to say Mr. Terry's en- 
gagement did not end in smoke. 

It was a Londoner, also, who made 
use of this catching couplet : 


ago 


A “ two-foot rule,” which nobody disputes, 
Is wear my cheap and easy-fitting boots 
And a cockney grocer had the cool 
effrontery to print on his wrapping 
paper the following verse : 
The fattest man that ever was seen 
One day fell sprawling in the street. 
“wo passers-by, both weak and lean, 
ried to replace him on his feet 
** I wonder how he got so stout,” 
One of the two was heard to mutter, 
The fat man answered with a shout 
** By eating Jimmy Johnson's Butter!" 
That a particular brand of butter 
should make a man fat enough for a 
museum show is quite a far-fetched 
notion. But then I brought the story 
from London—over 3,000 miles away. 
One of the oddest and at the same 
time most successful and economical 
advertisements I ever saw worked was 
put out by avery large clothing house 
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in Liverpool. Two retired army men 
were engaged by the firm, men in the 
prime of manhood and physically equal. 
They were tall, stalwart, broad-should- 
ered specimens of humanity, with 
heads erect and soldierly carriage. One 
of the pair was dressed out in the very 
pink of fashion, from high silk hat to 
patent-leather shoes, The other had the 
externals of a tramp—seedy, ill-fitting 


and ancient clothes, shoes down at the 


heel, patched and torn, and a hat of 


many seasons’ wear. These two men 
walked arm-in-arm through the streets 
of Liverpool, chatting persistently to 
themselves, but tz — r no notice of the 
crowds that gazed upon them in sur- 
prise. And in spite of their physical 
equality what a contrast they formed ! 
Elegance and poverty, arm-in-arm ! 
Hung on the back of each man was a 
card. That on the seeming tramp read : 

After all, 
while that of the exquisitely dressed 
person bore the words : 

And Wool and Tape are the best tailors, 
Talk of the should say it 
was. Even ungrudgingly 
gave free the ingenious 
scheme. 

Bui of all the odd advertisements of 
tongue or pen, that of a celebrated 
English soap firm certainly the 
oddest and apparently the most useless. 
Yet the widespread comment it caused 
must have helped the sale of soap to a 
large extent. The advertisement took 
the form of a reading notice in six of 
the most prominent London dailies, 
Here it is : 

SALE OF THE 

A report being current last evening in news- 
saper circles tothe effect that Mr. Labouchere 

ad purchased the Chronicle, arepresentative 
called on that gentleman at 7rwu/¢A office for 
the purpose of ascertaining the correctness 
of the statement. Mr. Labouchere readily 
admitted the truth of therumor. We assured 
him that we had not known the Chronicle was 
for sale. ‘*Oh yes,’’ he replied, ‘*! have 
known that for a long time and have been 
seriously thinking of buying it now for se veral 
weeks. ‘* Might I ask, Mr. Labouchere,”’ re- 
marked our representative, rising to leave, 

“might I ask you how much you paid for it 

and through whom you made the purchase?’ 
“ Certainly,’’ replied the editor, genially, *‘ I 
paid one penny for it, and bought it from a 
newsboy in Shoe Lane.’’ This only serves to 
show how easy it is to be “‘taken in” nowa- 
days, especially if you a to find better 
toilet soap than Cleaver’s. 


the tailor makes the man. 


town? I 
the papers 
notices of 


was 


“ 


CHRONICLE” NEWSPAPER, 


The last sentence gum the whole 
thing away, but still it was a good sell, 
and among those people whom the ad- 
vertisement ‘‘ sold” was—Yours truly, 

Joun S. Grey. 
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“*T0-BE-CONTINUED"” 
VERTISING, 


AD- 


A year ago an original genius con- 
ceived something new under the sun 
by using the sun in the way of adver- 
tisement design. He was advertising 
a disinfectant ; he got beneath the hor- 
and day by day shoved into view 
a letter of its name. In the course of 
a week or more the whole word 
displayed. Only outside-page space in 
the large city dailies was used. Ct 
osity was bid for and produced. 

About four months ago a large tea 
and coffee house attempted, in a muc 
more imperfect way, substantially 
same thing. 

A week ago a patent-medicine con- 
cern into line to tell its story 
in one chapter, preceded by five other 
illustrated chapters, 

Advertising surprises 
thing. 

rhe creation of attentive curiosity 
one of the fundamental principles 
good advertising. 

The shorter an advertisement 
the larger its space the more business 
it will bring. 

A reasonable amount of mystery, like 
a reasonable amount of salt, 
ble. All mystery will produce 
the same effect as an overdose of salts 

lhe advertisements in question prob- 
ably cost in the vicinity of six thousa: 
dollars in the dailies alone. 
This for one week's advertising. Five 
thousand dollars of the six thousand 
dollars were expended in the attempt 
to make the people read the 
purchased by the sixth thousand. In 
other words, five-sixths of the money 
expended was used to urge the peo 
ple to read the advertisement of the 
sixth day. 

It is fair to presume that the majo 
ity of the readers of the first fiv 
papers read the sixth. 

The chances in favor that t 
majority of the readers were more ot 
less interested in the mystery, a1 
waited with a certain morbid curiosit 
the result of this evolutionary method 

The advertisement of the sixth da 
told the story fully. 

In two of the cases mentioned tl 
last advertisement contained four times 
too much reading matter. The partic 
appeared to lose their original brai 
at the very time when they should hav 
displaved them to the utmost. The 
climaxes were very dull and common- 


izon, 
was 


IT1- 


the 


swung 


are 


and 


1s digesti- 


about 


Boston 


spac e 


are 





PRINTERS’ 


place in comparison with the breez 
life of the first five chapters, 

In last-named advertisement 
sixth day an 
thoroughly conventional and hardly up 
patent-med- 


th 


the the 


showed advertisement 
to the level of the averag« 
icine advertisement. 

People were interested in all 
Their interest 


three of 
incre 


lay by day, and fell about one h 


these cases. ised 


ndred 
geees when the mystery was solved 
I do not 


a hat, 


ing 


1; +} 
elieve in the pian of gz 


iy 


nan 
vest and a pair of pants for pur 


an overcoat, an uncercoat, 


as- 
g¢ three-dollar 


rh the 


shoes, even thoug 
gives an affidavit that he will wear 
oes. 
It hardly seems good polic yor sound 
usiness judgment to expend five thou- 
to obtain respect: at- 
tention to the result of the expenditure 
of the last thousand do 
It would that the six chapters 
in question would pay the advertiser 
good deal better if he had mentioned, 
in the briefest pe »ssible way, S« mething 


sand dollars table 
llars, 


seem 


about his article in each chapter, statin; 


y 
5 
x 

r 


one point in the first chaper, anothe 
equa ly good one in the second, and all 
of the six points in the sixth. 

These mystifying advertisements at- 
attention. To deny that state 
ment would be to deny the truth. The 
advertiser is congratulated on his mar 
velous originality, and he is very likely 
flattered into believing that he 

le a good stroke of advertising. 
rhere is such a thing as 
original. 

It is possible to please youself and 
the select circle of your friends at the 
expenditure of a good deal of your own 
money. 

Advertisements can be attractive, can 
create mystery, can arouse curiosity, 
and have very little selling stuff in them 

Mystery, curiosity, originality a 
several other things may not have busi- 
ness-bringing in them, 

Brevity is essential, and rifled words 
bring in the game. 

A red-headed girl on a white horse, 
with a transparency tied to the horse's 
tail, may attract a good deal of atten- 
tion, and pe rhaps make as big a fool of 
the advertiser as it does of the girl. 

This ‘‘ look-in-to-morrow s-paper-to 
see-what-I-am” may be effective—but 
the price ! There's the rub! I do not 
believe it is worth more than half what 
it costs, and then it is dreadfully chest- 
nutty. It is no longer original, and 
the public have got to viewing it in 


tract 


has 


eiIng too 
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about the same light that they look ata 
monkey show. 

When a man buys a thing he pays 
hard cash for it. He to 
that the thing is worth buying 
adv in form 


wants know 

The 
rtisement should assist 
the char of the article. 

All this poppycock advertising may 
look and, like the < 
preacher, create a tremendous sti 


acter 


well, sen 
the question is, ** Does it sell good 
NATH FOWLER, Jt 

madi Siti 
A POPULAR PARADIGM. 


The following advertisement was 
awarded the second prize in PRINTERS’ 
INK competition and printed in Decem- 
ber roth issue of PRINTERS’ INK.  Per- 
sons who are in the habit of lookir o at 
have observed 


ot this 


the must |! 


how 


newspapers 
very common imitations 
advertisement have 
It seems to be a popular paradigt 
Who says that PRINTERS is 
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Correspondence. 


HE HAS TO HAVE 17. 


Tue Laptes’ ! Hows JournaL, } 

Curtis Publishing Company. - 

PHILADELPHIA, Pa., Jan. 7, 1891. | 
Editor of Printers’ Ix: 

Printers’ Ink for this week has not yet 
arrived. Lately we have not been getting it 
until Friday or Saturday. I am going away 
early Friday morning and want a copy to take 
with me. Will you kindly see that one reaches 
me by that time? Cyrus H. K. Curtis, 

énnemnenegie i 
MORE ABOUT “KODAK.” 
Rocuester, N. Y., Jan. 10, 1891. 
Editor of Printers’ Ink: 

Those familiar with geographical names will 
7 agree with your correspondent, Mr. T. 

A. Melntyre, when he says, in a recent issue, 
“ Mr. George Eastman is the originator of the 
word kodak.” There is Aodus,ariverof Asia 
Minor; Koda, a town of Sinde; and, still 
more to the point, Kodiak, an irregular, moun- 
tainous island in the Pacific, part of the terri- 
tory of Alaska. (See Johnson’s Gazetteer.) 
Mr. Eastman was undwubtedly the first to 
apply the word toa photographic camera, but 
it existed as a geographical name long before 
he or Mr, McIntyre were born, 

Aunt Igurry. 
“ee ante 
URIOUS ADVERTISING RATES. 
New York, Jan. 6, 1891. 
Editor of Printers’ Ink: 

The exposition of the newspaper rates of the 
Troy Times and the Troy Press, a fortnight 
or so since, was only a small illustration of the 
curiosities of newspaper advertising rates. 
If you want something more practical—that is 
involving more money—look at the rates of 
the su —_— stiffest papers (in price) in Amer- 
1ca. or instance, in the Chicago Vews the 
price for a ten-inch electro, once a week, 26 
times, is $2,593.50. 

If, in addition to inserting as above, you are 
willing the News should insert on the other 
five days of the week a two-line special notice 
calling attention to the big advertisement—a 
total for the special notice of 130 insertions, the 
News is willing to knock off more than 25 per 
cent—or, to be exact, will insert the ten-inch 
electro 26 times with 260 lines of special notices 
for $1,906. 67. 

The ten- inch electro, 26 times, once a week 
in the New York Evening Post would cost 
$1,092. If, inaddition to this, a one-line read- 
ing notice(so cents a line) isinserted 130times. 
the total charge for the whole service would 
be $867.75. 

This same sort of calculation can be made 
from the printed rates of many papers, North, 
South, East and West. In the matter of prices 
for the different classifications, newspapers 
vary widely. The New York ‘orld—ordinary 
rates 0 cents a line—charges 50 cents for medi- 
cal advertisements, The Su#—ordinary rate 
40 cents—takes medica’ at 25 cents. 

Very many newspapers sive a lower than 
the ordinary rate for ‘New Publications.” 
The New York 7¥mes- ordinary rate 25 
cents a line—charges 30 cents for ‘* New Pub- 
lications,”’ 

The price per copy of the New York Staats- 
pews is 3 three cents week days, four cents 

Sundays. Veusteslers are charged the same 
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price for the Sunday as for the week-day edi- 
tions. Of the numberless contradictions (or 
errors) in printed scales of rates | make no 
mention, Publishers such as 1 have mentioned 
above are probably satisfied with things as they 
are, and will continue to be as long as they are 
in the same business. Perhaps, as Mr. Ridder 
is a bright, wide-awake young man, he may rip 
up some of the many absurditiesin the Staats- 

Zeitung office. PHILOSOPHER, 
- +-> — 

FOR SALE. 


Advertisements under this head 25 cents a line 


IG PREMIUMS TO INCREASE P ROFTTS. 
EMPIRE PUB. CO., 66 gooey St., N. Y. 


IRECTORIES NIAGARA CO., N. ‘Op., 
ad for sale, WARD rs COBB. oa k 


I 


port, 


I OW MUCH WILL YOU GIVE for 5 gross 

Calendar Ink Stands, your ad. on each 
a pe compact, economical, fine ad. 
Write P. O., Box 515, Burlington, N. J. 


APER aentie or r wholly printed, make-up 
using stories, miscellany, news, ads, locals, 
ete.,as youorder. Daily, weekly or occasional 
issues. Union Ptg. Co., 15 Vandewater St., N.Y. 


= TRADDLES—For 7 cents will be 
mailed, post free, a copy of Poems and 
Sketches of Moses Traddles—latest work of 
its kind. The TRADDLES Co., Box 380, Cin 
cinnati, O. 


VOR SALE—A well-established Daily and 
Weekly Paper. City of 125,000 inhabitants 
in New York State. Everything first-class. 
If you mean business, address “J. 8. G. 
care PRINTERS’ INK. 


1889 and 

18%—received in answer to my own ads.; 
($8 per M.); no posted i no duplicates ; orders 
from 1c. to $1. wv. . T. THOMSON, 69 Dear- 
born St., Chicago, ni 


7 OR SALE—The entire or half interest in a 
newspaper and job office in Northern 
Illinois. Owner has other business that must 
be attended to. For _eeeeem apply to 
“J. B.,” care PRINTERS’ 


KF YR CASH, or good security, entire or part 
interest in e Morristown (N. J.) Print 
ing plant. Rare chance for right party. 
Owners not practical men. Address “SEL 


VAGE,” care of Printers’ INK. 

> CASH, and easy payments, 

>. 404 1} will secure managing inter 

est, Be Moon morning daily ; magnificent 

jobbing outfit; thriving city. Address 
“ MIDDLE STATES,” PRtNTERS’ INK. 


Fe SALE—The entire or one-half interest 
in the leading Daily and Weekly Demo 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
apply to * By ” care PRINTERS’ INK 


F YOU W ANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type, 
tell the story in twenty-three words and seni! 
it, with a dollar bill, to the office of PRINT 
ERS’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 
generally secure a customer. 


R SALE—or will take Moneyed Partner 

A well established Daily and Weekly 
te ge od and job office in city of 20,000; on« 
hour’s ride from Chicago. Large circulation 
recent outlay of $12,000 in outfit, &c.; town 
booming. Good reason for selling. Address 
$2 Q "P.O. Box 1592, »x 1592, Philadelphia, Pa. 


00 WILL buy | buy half interest in in 
dependent Republican paper 
restern Summer Resort; county seat; 
vmice invoices at $5,000, and did business of 
over $10,000 for three years past. Man of ex 
cot oped and a hustler wanted. Must have 
cash. Reason, too much work for one. 
Address, HUSTLER, care of Printers’ INK. 


410,000 letters 


) ar SALE, outright, 2 





PRINTERS’ 


VDARD WORK 


STOCKHOLDER, 
, Publisher 
, Jan. 1 . 


New Yor kK 

Editor of Prixvers’ Ink: 

Said I to Mr, Frank, of Frank, Kiernan & 

**1 am glad to see that you don’t get out 

a book, as many agencies do,.”” ‘* No,” said 
e, ‘* whatis the use; we have a ‘ Standard Dix 

tionary’ of newspapers—Rowell’s Directory 
is good enough.’ B. W. DinsmMoxe. 
~—< 

YWODEL 


THOSE “ "APERS.” 


WasnincTon, Dec. 12, 1890. 


Editor of PRINTERS’ 
I do not believe the craft generally will con- 
firm your judgment throughout in regard to 
the best five or six afternoon papers in the 
country, as published in your issue of the roth 
inst. The point to which I take exception is 
your estimate of the New York Maitland E-x- 
press, which you place “ near the head of the 
list. I don’t think it deserves to be men- 
tioned in that connection at all. 
he paper it uses is not good, its typo- 
graphical appearance is not first-class—lack 
ing taste in display andarrangement of adver- 
tisements—and_ its press-work is indifferent. 
It seems to me the Boston 7ranscript, for 
example, is much better entitled to honorable 
mention than the Mail and Express. 
AN Ex-Pr 


INK: 


INTER. 
BACKWOODS RHETORIC. 
From the Banks County (Ga.) Gazette. 
he sky is langhing at the smothered earth 
as she flourishes her monster torches at the 
clouds that cover her, and wonders why she is 
not kissing the rays. The earth is dreaming 
as she rolls and tumbles through chaos, clad 
in snowy smock, with a gentle breeze now and 
then fanning her featherly foliage into hut 
and palace to bless her weary creatures, and 
with throbbing heart is moaning silently for a 
new birth, 
—_ 
“ALL LIES AND CHEATS.” 
From the American Advertiser Reporter. 
A gentleman who had occasion, not long 
since, to call upon certain English adv ertisers, 
in the interest of American publications, illus- 
trates the charmingly comical matter-of-fact- 
ness characterizing many of the people of the 
tight little island, by relating the story of a 
visit to one party, who promptly charged that 
| Americans were cheats and their advertise- 
ments lies, ‘* look at this!’’ he cried, pro- 
ducing an illustrated advertisement of Sapolio. 
“ See this ridiculous picture of a man polish- 
ing the moon with Sapolio! Don’t you know 
he can’t do that? Why he couldn’t get up 
there! No, they are all lies and cheats.’’ And 
yet the face of the moon shines upon Old 
England, you know, and Mr. Artemas Ward 
will insist that Sapolio *‘shines’’ on the face 
f the earth, 
~ +o 
WANTS. 
idvertisements under r this head % cents a line 


JIRM needing man to manage adv. 
please address “ A. D. WRITER,’ 
" INK. 


orm for penny daily; also news ser- 
vice, second-hand press over 6,00) per 
our, Address “ B.,” this office. 


dept. 
* PRINT 


INK. 


{\XPERIENCED newspaper editor, 3), job 
J) printer, bookkeeper, open for engage 
ment. State salary. ““Ex-Prop.,”’ PRINTERS’ LYK. 
Tour next summer ; 


a fe - W heeimen wante d 
. ELWELL, Portiand, 


I2!I 


EUROPEAN Bicycle 
4 party limited ; 
to complete party. F. 2 
Me. 


SYNDICATE of Family Monthlies Wanted 
i to publish Original Popular Health Ar 
ticles. Address Dr. STAINBACK WILSON, 
Atlanta, Ga. 


YANVASSERS wanted to secure subscrip 
C tions for Printers’ INK. Liberal terms 
allowed. Address Publisher of Privtrrs’ 
INK, 10 Spruce St., New York 


\ 7 ANTED—A man with money, brains an 
energy to join me in the best new 

Re er Opportunity in - ipa B. kh 
LLIAMS, Fort Smith, 


GOOD DAILY in a good city wants a few 

A good men - its business department 

with references and terms, “EX 
care P’ _ INTERS’ INK. 


Paper, old-established 
wants Advertising Man 
are earn 25 upwards 

PRINTERS’ INK. 


Address, 
CELSIOR,’ 


WESTERN Trade 
4 and successful, 
for the East, w ho 
weekly. Address * Cd 


W: ANTED— Position as Advertiser; two 
years’ experience with leading clothing 
house of Eastern N. Y. ; good references. C. 
PENDELL, 59 Rowley , Rochester, N. Y. 


YOUNG ¢ ‘anadian, age <i 21, at present em 
L ployed on a newspaper, desires a situa 
tion. 5 years’ experience in office and canvass- 
ing work. Address “ Box 82,” PRinTEeRs’ INK. 


YAPABLE Bookkeeper, former business 
/ manager of newspaper, desires position 
with New York house; can also take charge 
of advertising. “DAVIS,” care PRinTERs’ INK. 


SITUATION WANTED by experienced man 
\ capable of managing Advertising Dept. 
for any large concern. Gilt-edge references 
furnished and expected. Address “ CHIC 
AGO,” care PRINTERS’ INK. 


\ ANTED—A man experienced in editorial 
and business management, to join the 

advertiser in the lease of a Republican Daily 

and Weekly, in a live city of 14,000, Address 
* LEASE,” care Printers’ INK. 


= WANTED.—An established mu 
sical monthly and a weekly musical and 
1atic review wants special partner with 
$3,000. Both journals are A 1. en per cent 
guaranteed. nvestigation solicited. Address 
“ MUSICAL, * PRINTERS’ INK. 


VXCHANGE—W ‘ll exchange a paying, 

‘4 weekly, well-equipped office in a good 
town in Northern Penna. for printing mate 
rial—body and ad. type or a power press—to 
the amount equivalent to value of said 
office. J. K. SMITH & BRO., Monroeton, Pa. 


Vy Y ANTED—Manager for our Printing De 

partment. Must be a thorough job 
printer, accustomed to managing men, sys 
tematic, and judge of good workmanship. 
Salary $1: 35.00 to 8150.00 er month. Address, 
with references, THE NATIONAL CASH 
REGISTER CO., Dayton, Ohio. 


Vy 7 ANTED—Position as confidential right 

hand man in editing, manufacturing, 
management of an estate or other respon 
sible work requiring business and liters 
experience and organising ability. Excelle “nt 
address. Official and social referenc 
the highest character. * HARVARD,’ 
PRINTERS’ INK. 

VERY ISSUE of PRINTERS’ INK is 

4 religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for one 
dollar. Asa rule, one insertion can be relied 
upon to do the business. 








PRINTERS’ 


“ WHILE YOU WAIT.” 
From the Binghamton Leader, 

Enterprise can hardly go further than this 
effort of an uptown grocer: ** Fresh eggs 
warm from the hen. 

+o 
A PARISIAN “ WANT.” 
From the Boston Post. 

A French newspaper publishes the following 
extraordinary advertisement: ** The owner of 
a lot of 3,000 dozen collars and cuffs of fine 
linen, valued at 13,000 francs, would exchange 
them for a country house in the neighborhood 
of Paris,”’ 

_———— 

A SOUTHERN ADVERTISEMENT. 

From an Exchange. 

The modern advertisement is unique at last. 
A Southern merchant heads his statement with 
the following query: ‘A branch of a tree 
will sustain a weight of 62 ounds, The 
boy on the branch weighs 564g pounds, and 
eats a pound anda half apple in a minute and 
a half. How long before the boy will need 
his ma?”’ 

o 
SUBSCRIPTIONS IN 
‘ADA, 


DUNNING FOR 
Cc 
From the Brant (Ont.) Star-Transcript. 
A man who was afraid of thunder crawled 
into a hollow log as a place of safety during 
athunder storm. The thunder rolled and the 
rain poured down in torrents, and the old log 
began to swell up till the poor fellow was 
wedged in so tight he could not get out. All 
his past sins began passing before him. Sud- 
denly he remembered he hadn’t paid his news- 
“weed subscription, and he felt so small that 
e was able to back right out. 





SPECIAL NOTICES. 
Advertisements under this head, two lines or 


more, without display, 2%e. a line. 


_ ). 
i 


—- GUIDE. 


2( CENTURY. 


Aus MILLION. 


N Y. Argosy, 114,000 w. 
+ 


Aus LISTS—Results. 


| ao 2MERS’ CALL, « Quiney, I 


I EVEY’S INKS are the best. New York. 


Bet AND HERALD, Dallas, Texas. 


A GENTS’ HERALD, Phila., 
80,000 monthly. 
AN FRANCISCO BULLETIN 
the purchasing class. 


we HERF yo -xas) CONSTITUTION, 


lin., l yr., $22. 
se 2 TRIBUNE, Rich | Hill, 
Southwestern Missouri. 
AN FRANCISCO CALL has the 
“Want” advertisements. 
HE NEWS—Largest circulation in Kings- 
ton, Ont. Over 2,000 daily. 


Pa. 15th year. 


is read by 
covers 


Mo., 


most 


Finely illus- 

morn 
leading 
people's 


has the 


1 cent. Poughkeepsi« 
n N. Y. and Albany. 


weekly to the 
of the city. 
$2.50 
Bay 


Texas. 


Fastern 


and country 
1 Year, $1. 


ete., in a 
Rights 
126 West 


INK. 
OME GUARD. Sixth year 
trated. Providence, R. 1. 
YAN FRANCISCO CALL is the best 

ing newspaper in California. 

SAN FRANCISCO BULLETIN, the 
Evening Paper of California. 

e!AN FRANCISCO CALL is the 

)) medium and a family paper. 

NAN FRANCISCO BULLETIN 

w largest bona fide circulation, 
GENTS’ names $1 to on per 

i AGENTS’ HERALD, Phila., Pa. 

Y EY WEST ADVERTISER, W. Good ad 
vertising medium. Key West, Fla. 
pd FRANCISCO CALL is uognaled in 
circulation, character and influence 
I IGHEST ORDER Mechanical Engraving 

J. E. Rhodes, 7 New Chambers St., N. Y 

NVENING STAR. 

_ALargest cire’n betwe 

JIGARO CHICAGO— $ 

best and wealthiest people 
7 AND FARMER—2%,000; 
i an_inch. 15th EACH MONTH. 
Shore, N. Y. 
I APTIST AND HERALD, Dallas, 
23,000 a week. In its 40th vol. 
office, 11 Tribune Building, N. Y. 
96 PLANS a year of city 
eV) houses. Single part, 10 cts. 
Address THE BUILDER, N. Y. City. 
Vy EY MOUTH GAZETTE, Citizen, Braintree 
Reporter and East Weymouth News 
(Mass.), consolidated Sept. 27, 189. See ad. on 
opp. page. 
TAVHE INTER MOUNTAIN, Warsaw, Ind., a 
semi-monthly family journal, going ‘to 
10,000 country homes. Yearly contract, 6 cents 
a line per time. 

TRATFORD (ONT. HER: ALD. Only daily 
b> in city of 11,000. Weekly largest circula 
tion in Perth district, and growing with 
leaps and bounds. 

JAMILY ICE MAC ny —Ice 

few minutes. 10 to $iss, 
for sale by States. MIGNY, 
2th St., New York. 
FPVHE SOUTHERN HORTICULTURAL 

| JOURNAL, Weatherford, Texas, is th« 

leading horticultural paper of the South and 
has the largest circulation, 

OOD NEWS; boys’ and girls’ paper; | 

W pages ; illustrated ; circulation, 100,000 
50 cents a line, STREET & SI MITH, Pub 
lishers, 25 to 31 Rose St., New York. 

HE DAILY AND WEEKLY SUN, Gaines 
ville, Fla., is successor to all pagers in 
that city. Fifteen years old. Best advertis 
ing medium in interior of State. Try it 
EXAS BAPTIST AND HERALD, Dallas, 
Texas. The leading Baptist publication 

of the South-West. Now in its 40th volume. 
Eastern office, 11 Tribune | Building, N. 
IRECTORI ES of of Watertow n and Bel 
mont, Easton, Wellesley, Rockport and 
tg oo tt, Mass., 75c. each, postpaid. LO 

CAL DIREC TORY PUB. CO., Needham, Mass 

NHE LORD & THOMAS Religious News 

paper Combination is THe medium for 
advertisers to reach the best buyers of th 
West. Lowest rate by all advertising agencies 
P APER DEALERS.—M. Plummer & Co 
161 William St., N. Y., sell every kind of 


paper used by printers and publishers, at - ad 
est prices. 1 line quality of PRINTERS’ Iv 


LETTERS stam 

5.006 with a Capillary Moistener 
filled with operyeeg water. Mailed to your 
address for Sc. . A. PRATT, 97 Oliver 
Boston. 


1 and sealed 





PRINTERS’ INK. 


AN FRANCISCO CALL, estab. 18538; actual 
circulation : D. 55,063; S. 57,742; W. 22,846. 
ww END me your advertisement and $1.00, and 
i I will criticise it, show you how it can be 
improved and made a money-maker. Address 
Cc. D. HAWLEY, Advertising Critic, Berlin, 
Wisconsin. 
S UNIVERSAL as is the horse interest, 
so the character and circulation of the 
TUCKY STOCK FARM, Lexington, Ky. 
Use their columns and reach all horsemen 


every where. 
YOLUMBUS, Ohio.— THE OHIO STATE 
/ JOURNAL, Daily, Weekly and Sunday, is 
credited with being the leading saper by all 
newspaper authorities. Daily, 12,000; Sunday, 
15,000; Weekly, 22,000, 
1 RUNKENNESS CU RED— Also special ton 
ic for bracing up quickly after drinking. 
Hospital experience. 


Regular graduate. 
DR. FISHER, Lebanon, 


Exclusive specialty. 
Warren County, Ohio. 
PVE WEEKLY WITNESS, New York City, 
is one of the 43 publications in the United 
States that, eseurding to a list published by 
7 P. Rowell & Co., circulate between 50,000 
and 75,000 copies each issue. 


VYEORGIA ADVERTISING BUREAU, 

W through its Agencies, distributes over 
the entire State Signs, Samples, Papers, etc. 
Circulars $2.00 per 1,000; over 10,000 special 
rate. Principal office, Atlanta, Ga. 


VASHION AND FANCY, published at St. 
Louis, Mo., is one of a select list of 
household and fashion magazines recom- 
mended to advertisers by Geo. P. Rowell & Co. 
as a desirable medium in its particular field. 


HE VOICE, published in New York City, 

is one of the 2 publications in the 
United States that, according to a list pub 
lished by Geo, P. Rowell & Co., circulate be 
tween 100,000 and 150.000 copies each issue. 


WwW ATLEE BURI .. the well-known 
e Seedsman of Philadelphia, shows that 
out of 48 of our best papers and magazines 
only two cost less than the New York Weekly 
Witness. e tabulated statement PRINTERS’ 
INK Dec. 17, 1890. 
I EADERS of Printers’ INK who sent re 
quest for sample copy of The Adver 
tisers’ Guide will all be supplied. Delay 
caused by demand absorbing edition. Jan 
uary issue now on press. STANLEY DAY, 
New Market, New Jersey. 
TFVHE PRICE of the American Newspaper 
Directory is Five Dollars, and the pur 
chase of the book carries with it a paid sub 
scription to Printers’ Ink for one year. Ad- 
dress: GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York. 
TWO-LINE NOTICE in Privrers’ Ink, 
i under heading of Special Notices, is 
brought to the attention of 20,000 advertisers 
every week for a whole year for $26; 3 lines 
will cost $39; 4 lines, $52; 5 lines, $65; 6 lines, 
$78; 7 lines, $91; 8 lines, $104. 
\ YHENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subscription to 
Printers’ Ink. Address: GEO. P|, ROWELL 
& CO., Newspaper Advertising Agents, No. 10 
Spruce St., New York. 


\ HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $50, he will presented with a 
complimentary copy of the American News 
paper Directory: a book of 1,450 pages, price 
$s. G. P. ROWELL & CO., Newspaper Adver 
tising Agents, 10 Spruce St., New York. 


HE Boys of New York, 100,000 6) cents per 
T line; The Golden Weekly, 60,000, 60 cents 
per line; combined, $1.00 per line. No weak 
men, suggestive, inference or blind advertise 
ments accepted at any price. Send order with 
cash direct or through your advertising 
agent. STANLEY DAY, New Market, New 
Jersey. 
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FFVHE MEDICAL WORLD (Philadelphia) can 

show a larger circulation for each issue 
for the past three years than any other medi 
cal journal in the world. Absolute proof 
given. No evasive answers. Our books and 
printing establishment are open to inspection 
at alltimes. The best medium in this country 
to reach the medical profession. 


PYPVHIS PAPER does not insert any adver- 

tisement as reading matter. Everythin 
that does appear as reading matter is insertec 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe- 
cial Notices are nearly as interesting as read- 
ing matter. The cost is 25 cents a line each 
issue for two lines or more. 


HE HARTFORD TIMES leads all other 

noveees published in Connecticut in 
int of circulation, popularity and influence, 
fand to any responsible advertising agent, 
or send direct to the TIMES, Hartford, Conn., 
$10.00 for a test of its value as an advertising 
medium. That sum will secure one-inch space 
in Daily one month. Estimates furnished. 


Geo. P. Row- 
st 

widely circulated or influential newspapers 
issued at important business centers through- 
out the country;—the newspaper in each 
place that gives the advertiser the most for 
his money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich 


HE MEDICAL BRIEF (St. Louis) has un- 
questionably the largest circulation of 
any medical journal in the world. Jt shows 
its prosperity on its face. Compare its paper, 
reading matter, advertisements, etc., with 
any other medical journal of same price. We 
furnish, upon request, absolute proof of an 
excess of thirty thousand copies each issue. 


TPVHE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min- 
eral region of Alabama. Average daily cir 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, Alabama. 


LMA, the leading Canadian College for 

Young Women, will issue, about Feb. Ist, 
anew or. Announcement (illustrated); 4,000 
copies. few appropriate advertising cards 
will be inserted on the insides of cover—two 
pages. Price $2.00 per inch. An illustrated 
number of the 8 pp. college paper, “ THE ALMA 
FILIAN,” will be issued about the same time ; 
issue 6,000, Advertisements in the Announce 
ment will be inserted gratis in THE ALMA 
FILIAN. Parties wishing to reach young lady 
students will find thisa good medium. Ac 
dress Principal AUSTIN, B.D., St. Thomas, 
Ontario. 


DVERTISING MATTER, SAMPLES, Etc., 

“judiciously” distributed in Chicago 
and immediate suburbs. We don’t handle 
lottery, secret disease, or other “ snide” ad- 
vertising. We have been established since 
1882, and keep a corps of reliable men (boys 
not employed). Such houses as Marshall 
Field & Co., “The Fair,” “The Hub,” The 
Chicago Daily News, The Chicago Herald, 
Lord & Thomas, etc., intrust their work to us. 
Why not you? Correspondence solicited, 
THE BOWYER CIRCULAR ADVERTISING 
©O.. 13 Washington St., Chicago, Mention 
Painters’ INK. 


VHE WEYMOUTH GAZETTE has increased 

_ its circulation over 400 copies since Octo- 
ber, under the new management, and now 
has a bona fide circulation of 1,700. The oxniy 
PAPER published in Weymouth, Maass., a town 
of 11,000 (nearly large enough for a city 
charter). This paper is becoming influential 
throughout Norfolk county, as its rapidly 
increasing circulation proves, and is an Al 
ADVERTISING MEDIUM, as it is THE paper for 
1,500 homes and is read by ALL classes. Ad- 
vertising rates reasonable, and only slightly 
increased from the old rates; therefore the 
extra circulation is practically given to the 
advertiser. 


Nat. CONNECTICUT. 











PRINTERS’ INK. 





Gee + Be 
A PLAN OF 
ADVERTISING 


orn yr 
TO ADVERTISERS: 
If you wish a plan of advertising prepared to cover 
an investment of 


A Hundred or Five Thousand or 
A Thousand, Fifty Thousand 
Dollars, 


In a designated State or a designated Section, 


To be done 

In a month 

Or a year, 
We will prepare an advertisement to be used, 
Name the papers that should be used, and 
Tell the prices that should be paid. 


For this service we will make a reasonable and 
proper charge, and you will be at liberty to do the 
advertising by direct contract with the publishers, or 
through any advertising agency, or not to do it all. 


Address— 


GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, 
10 Spruce St., N. Y. 


G+ + + Ge 
Risin: re 
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Barrel of Mine 
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It is our business*to pr 


ERS Rete good 
advertisements %and place them 


address — 
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= Geo. P. Rowe & Co., 
Newspaper Advertising Bureau 
10 Spruce St., N.Y. 
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ADVERTISERS, 


PRINTERS’ 


A JOURNAL FOR 


& CO., 
1o Spruce St., 


ROWELL 
No. 


GEO. P. 
Office : 


PUBLISHERS. 
New York, 


Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance ; 
single copies, Five Cents. No back numbers, 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 25 cents 
a line; $50 a page; one-half page, $25 ; one- 
fourth page, $12.50. ‘irst or Last Page, $100. 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at 25 
cents a line. Advertisements must be handed 
in one week before the day of publication. 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, JANUARY | 21, 1891. 


No edition of PRINTERS’ INK issued 
in February, March or April will be so 
small as 40,000 copies. 


THE rates charged for advertising in 
PRINTERS’ INK will be doubled after 
the issue of January 28th—now 25 cents 
aline and $50 a page—then 50 cents 
a line and $100 a page, each issue. 
Advertisers may contract for space at 
present rates by specifying now the 
amount wanted and the dates when it 
will be used, and furnishing copy in 
advance. Every advertiser is per- 
mitted and recommended to furnish 
new copy for every issue. Frequent 
changes give freshness to the columns 
of the paper and additional efficacy to 
the advertisement. 


THERE has been a noticeable boom 
of late in the popularity of pictorial ad- 
vertising. Probably the effective use 
which has been made of catchy draw- 
ings by Sapolio, Rogers, Peet & Co., 
Pearline, etc., has had much to do with 
setting people in this direction. The 
style has not yet been ‘‘run into the 
ground,” and certainly presents a broad 
field for bright advertising men. Local 
advertisers, particularly, ought to be 
able to use sketches much more gener- 
ally than is done at present. A wide- 
awake man who introduces this style into 
a locality where it has not been made 
too familiar may count upon cfeat- 
ing something of a sensation locally. 
It is necessary, however, that the 
drawing should be good, the humor 
light and inoffensive, and the point not 
obscure. 


PRINTERS’ 


INK. 
ORIGINALITY is not so uncommon, 
after all. Many men have good ideas ; 
but where the difficulty comes in is to 
find a market for them and adapt them 
to the market. 


A NEW claimant for popular favor in 
the monthly periodical line is the Ana- 
lostan Magazine, published at Wash- 
ington. It will be — more par- 
ticularly in the South, and, while issued 
in the style of the larger magazines, 
will retail at ten cents. Mr. A. T. 


Holley will have charge of their New 
York office in the Times Building. 


Me., is getting to be quite 
a home for advertisers, for besides 
E. C. Allen, Vickery & Hill and the 
Gannett & Morse Concern, no less than 
seven or eight new and distinct com- 
panies have started in during the past 
year or so, and are now struggling 
along for fame and fortune. If attract- 
ing attention is the height of the art, 
one of this youthful eight has pretty 
nearly reached the top notch of the 
ladder, as his advertising of the ‘‘ sen- 
sational ” order has attracted wide atten- 
tion and received universal comment. 


AUGUSTA, 


AN advertising agent in New York 
had a claim against an advertiser in 
Europe, for which he gave a collection 
agency here a draft, which was sent to 
the agency’s attorney in Vienna, who 
in due course replied as follows : 

Vienna, the 16th of November. 

Str:—Conformally to your desire I have 
challenged Mr. S. to pay the assignation on 
$12 but he had neither answered on this letter 
nor paid. If you wish the presentation of th« 
suit at law against this man, please give me a 
precise indication, whether this debt is pro- 
ceding from a purchase or loan, or any othe: 
origin. Also it is necessary will you sue at lay W 
that you suscribe this plenipotence here joined, 
and let legalise it. am with great esteem 

Your most Faithful —_—_ 

Evidently the Vienna attorney ha 
his English letter composed with ai 
English-German dictionary at han 
and the translation made quite literally 

en 


THE press of advertising upon th: 
leading monthly magazines would seen 
to indicate that before long their pu 
lishers would be justified in raising the 
advertising rates, if not actually forc: 
into doing it. A large amount of car 
fully edited advertising is in itself an at 
tractive feature for a publication ; | 
there is a point beyond which it cann 
be carried without proving an incun 
brance rather than an addition. Upor 
the advertising carried by the big maga 
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zines is undoubtedly expended more 
careful study and ingenious effort than 
in any other class of publications. This 
is partly due to their form. Wherea 
man can occupy an entire page, or even 
half page, his efforts are less restricted 
than where they must appear surround- 
ed by the announcements of other ad- 
vertisers. The good printing of the 
advertising pages in most of the maga- 
zines also offers wider scope. With a 
considerable number of advertisers the 
three or four leading magazines are by 
far the most popular, and where it is 
desired to use only a few mediums for 
general advertising, they will often- 
times be the only ones selected. 


FROM a complimentary review of the 
special New Year's number of PRINT- 
ERS’ INK, published by the Lefai/ 
Grocers’ Advocate, we extract the fol- 
lowing : 

Printers’ Ink’s advertising columns are in 
themselves a masterpiece of clever work. 

This is a feature which we have not 
before alluded to, but which has of late 
been growing to be more and more of 
an attraction. Not enly is the reader 
kept in touch with the general adver- 
tising field, but he is able to get really 
practical hints in the construction and 
display of effective advertisements. It 
is evident that all persons who are now 
using these columns spend considerable 
thought and effort in this direction ; 
and it is becoming a matter of personal 
pride as to which shall make the best 
use of his space in PRINTERS’ INK. 
That these efforts are not unappre- 
ciated is shown by the frequent use 
which is made of them by advertisers 
in the general newspapers. 


WHAT is the actual effect upon com- 
peting advertisers whose announce- 
ments appear side by side in the col- 


umns of the same journals? Lamps 
and typewriters, baking powders and 
washing compounds are lines in which 
this sort of competition is particularly 
noticeable. Do these announcements 
neutralize each other and prevent any 
one of the advertisers from securing 
good results? At first sight the tend- 
ency might appear to be in this direc- 
tion ; but suppose one reflects upon a 
parallel case. In a large city like New 
York the various trades naturally con- 
gregate in certain sections of the city. 
lhe members of the jewelry, dry goods, 
leather, paper and other trades all 
try to have their headquarters as near 
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one another as possible. One might 
imagine that it would be more profitable 
for any one of these merchants to go 
off by himself and conduct his business 
where he would be out of competition. 
But experience has shown that such is 
not the wisest course. More business 
is secured by being near others in the 
same line. Is not competitive advertis- 
ing a parallel case? The tendency of 
each additional advertisement is to cre- 
ate new business, In the natural course 
of events, however, the best article will 
have the largest sales. 


Ir often happens that a man estimates 
the circulation of various papers accord- 
ing to his own preferences and tastes. 
The paper which he himself reads and 
likes, he illogically concludes has the 
largest circulation. The publisher of 
the American Advertiser, writing in his 
own paper on the subject of advertising 
cuts, Says: 

Pictures are most popular which contain 
enough satire and caricature to render them 
amusing. ‘The successes of Puck and Judge 
might well be envied by those journals ot more 
elevated artistic excellence, such as Harfer’s 
Weekly, and I dare say their success has come 
because of the exagyerations and caricatures 
which their artists present. We like to laugh 
at the weak points of our associates, and a 
man’s pictured misfortunes—be they but ex- 
aggerated enough—attract an army of laugh- 
ers. Does not this array of facts contain a 
lesson for the merchant who advertises? Can 
he not make his advertisement more enter- 
taining and more eagerly sought after by 
readers of papers if he presents a new and 
striking illustration in it each week? Most 
assuredly he can, and the success of those 
merchants who make a ape e of doing this 
leads to my suggesting that more of my read- 
ers undertake it. 

While there is undoubtedly a meas- 
ure of truth in this reasoning, better 
examples might have been chosen to 
illustrate the theory. According to the 
American Newspaper Directory, both 
Puck and Harper's Weekly are rated 
in the same class of B2, or exceeding 
75,000 copies. /udge is rated as ex- 
ceeding 50,000 copies, and, though suc- 
cessful as it undoubtedly is, would 
hardly be envied by a journal with a 
larger circulation. The writer of the 
above paragraph preferred the humor- 
ous papers to what he styles as ‘‘a 
journal of elevated artistic excellence,” 
and he therefore jumped at the conclu- 
sion that the latter could not be as suc- 
cessful as the others. Advertisers are 
sometimes influenced in the same man- 
ner, which points to the necessity of 
employing the services of some man 
with a widé knowledge of the relative 
standing of different mediums. 
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“GETTING OUT” A PAPER. 

Late at night, when the young man 
and his best girl are returning home 
from the theater or a ball, the fair one 
espies, high above the street, a row of 
windows aglow with light. Then she 
wants to know what on earth people are 
doing up there so late. Her escort 
explains that they are getting out a 
morning paper, whereupon she declares 
that he is mistaken; that they print 
papers down in the cellar where the 
noise comes from. 

This idea is not uncommon. Most 
people have a misty idea that the mak- 
ing of a newspaper begins and ends in 
the press room, and is performed by 
certain inky individuals in blue overalls 
who occasionally ascend to the level of 
the street to inhale the night air. The 
impression arises probably from an 
ancient and honorable practice of 
the pressmen, who are accustomed to 
discuss the affairs of the nation in loud 
tones seated on the edge of the side- 
walk before their night’s work begins. 

If the inquisitive young woman were 
to climb the many flights of stairs lead- 
ing to the rooms with the illuminated 
windows she would get a better idea of 
the method of making a newspaper. 
She wouldn’t acquire all the informa- 
tion in one visit, nor in a good many 
visits, but she would learn what a good 
many people don’t know—that the press- 
work is only one of the many wheels in 
the intricate machinery of a morning 
paper. Even a meager description of 
the process from the time that the city 
editor gives out his first assignments 
until the last edition has been worked 
off in the press room would require 
more space than these columns could 
spare ; but some idea of the operations 
conducted on the top floor, whose 
lighted windows attract the atten- 
tion of the belated wayfarer, can be 
given. 

To begin at the beginning, the genius 
of the whole establishment, after dark- 
ness has descended upon the city, is 
the night editor. He is an individual 
of whom the outside world seldom hears. 
No one credits him with the fiery edi- 
torial or the breezy local story; no one 
ever hears his name except among the 
members of the newspaper profession, 
and yet he is one of the most important 
personages about the establishment. 
After the managing editor has gone 
home the night editor may be called 
upon to decide within five minutes a 
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question affecting the entire policy of 
the paper, Shall a certain statement— 
political, we may say—go in? No time 
to ask for instructions from the higher 
powers. Shall the paper ignore it and 
take the chances of being *‘ scooped”’ 
—hideous contingency !—or shall the 
debatable matter be printed and per- 
haps furnish material for the jibes and 
jeers of loathsome contemporaries ? 

Such questions as these continually 
coming up make the night editor pre- 
maturely gray—and baldheaded. On 
local questions, too, he must be om- 
niscient. Let him ‘‘ pass” an item re- 
flecting upon an individual, a firm, or 
an enterprise which has been editorially 
approved in his paper years before, and 
woe beuntohim. It may be unobserved 
by his chief, but some one in the oppo- 
sition office has noticed it and attention 
is promptly called to it by the able 
“brevier hands” of the hated con- 
temporary. Then the night editor 
wishes he were dead. 

But these are only a few of the trials 
in his lot. He is supposed to read 
every line of local news and all the tele- 
graphic matter; keep an eye on the 
**small ads,” see that the stereotypers 
and pressmen are all on hand, and be- 
tween times argue with intoxicated per- 
sons who have wandered up the stairs 
in quest of redress or information. 

The night editor appears on the field 
of battle anywhere from five to seven 
o'clock. No man ever saw him climb- 
ing the stairs ; he simply appears. The 
first intimation that the telegraph edi- 
tors and the local men have of his pres- 
ence is the announcement, in a hollow 
voice: ‘* There’s no room in the paper, 
boys ; cut her down to the bone.” 

This announcement, by the way, is 
like the ‘‘ motif” in a Wagner opera. 
It bobs up all night long. It is sung 
by the foreman of the composing-room, 
by the copy-cutter, by the compositors 
at their cases, and by the boys who are 
‘* proving galleys.” It is the dominant 
theme of the whole composition. An 
outsider would think it meant some- 
thing, but it doesn’t. It is the natural 
cry of the individuals enumerated, just 
as a species of bird cries ‘* whip-poor- 
will.” 

The night editor has arrived. In 
the composing-room the foreman has 
marshaled his batallions, the first 
“takes” of ‘‘copy” have been given 
out, and the ‘‘comps” are picking 
away with a mercenary enthusiasm be- 
gotten of a price of forty-six cents per 
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1,000 ems. Telegraph messenger boys 
are running in and out of the editorial 
rooms. Copy begins to pile up on the 
desks the telegraph editors, whose 
blue pencils are slashing out 
chunks of fine descriptive writing 
Burnt 

lioodle and Scrogg’s Corners. 

I'he Associated Press report, coming 
on two wires and averaging 
words a night, is stringing into the 
office page by page, covering the hap- 
penings of the world, from far Cathay 
to the neighboring village of St. Louis. 
Special correspondents in various parts 
of the country are sending in ‘* sched- 
ules” or ‘‘ queries” of news items in 
their districts. 

** Do you want a murder and suicide 
—highly sensational ?” queries a corre- 
spondent in a big Eastern city. As the 
press association has probably covered 
it before the query has arrived, the an- 
swer is in the negative. ‘* Captain 
Smither’s child fell into a tub of water 
this afternoon and was drowned. How 
much ?” is the question of another zeal- 
ous but misguided newsgatherer in the 
rural districts. He doesn’t send it. 
Still another man may have a red-head- 
ed, all-wool-and-a-yard-wide 
—perhaps twenty or thirty 


of 
great 
irom 

Ko- 


correspondents at Rag, 


25,000 


** scoop “ 
people 
killed—and he calmly asked by tele- 


graph, ‘* Do you wantit?” Then the 
air in the night editor's room grows a 
pale yellow color as he grabs a tele- 
graph blank, yells for a messenger boy, 
and sends an order to *‘ rush everything 
p* yssible.” 

The ways of the correspondent are 
peculiar, He is sui generis. Some- 
times he sends in what the telegraph 
editor is pleased to designate as “‘ a rat- 
tling good screed ;"" again he may weary 
of well-doing, and at a critical moment 
emulate the famous Ashtabula man, 
who, at the time of the great disas- 
ter at that place, serenely wired his 
paper : 

All is excitement ; can send you nothing. 

In the ‘‘ local room,” too, where the 
city and suburban news is cared for, 
reporters are passing in and out, the 
telephone at the city editor’s desk is 
buzzing like a sewing machine, and the 
city editor and his assistants are wrest- 
ling with fires, murders, failures, cable- 
car accidents and local politics. 

By nine o'clock the glad festivities 
are at their height. 

An occasional interruption breaks in 
on the monotony of the fierce battle 
with ‘‘copy.” The door of the *‘ tele- 
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graph room” is pushed open, and a 
lantern-jawed, cadaverous-looking pi- 
rate advances to one of the telegraph 
editors. ‘There is an expression of un- 
speakable anguish on his face and his 
tones are filled with mingled indignation 
and despair as he plunks down a hand- 
ful of manuscript before the busy work- 
er and inquires 

** Now, really, Mr. Snipper, is there 
any why this extract 
shouldn't go in agate instead of in min- 
ion, as you have marked it ? You ought 
to know, Mr. Snipper, that there’s no 
room in the paper, and” 

‘* Makeragate,” interrupts the indus- 
trious Mr. Snipper, grabbing another 
handful of copy describing vividly a 
$5,000 fire and dexteriously slashing it 
down to a two-line “* spark.” 

The anguish-stricken individual o 
piratical appearance is the ‘‘ copy cut 
ter.” This person is little known be- 
low the top floor of a newspaper office, 
and even feporters—new ones—have 
been known to inquire for the copy 
cutter as if he were a machine like a 
pair of shears. His duties, however, 
are of great importance. Besides in- 
structing the night editor—or the man- 
aging editor if he be within call—how 
to get up the paper, he occupies a sort 
of a pen in one end of the composing- 
room. Here, armed with a pair of 
and a paste pot, he cuts and 
pastes the copy into ‘‘ takes” of suit- 
able size for the compositors. His life 
is one long struggle to get everything 
into small-sized type if possible, and 
when he can work a column of copy 
from minion into agate or nonpareil— 
a larger to a smaller size—he has been 
known to smile. He is the familiar 
spirit of the foreman of the composing- 
room, and they are usually seen to- 
gether when they venture from its pre- 
cincts. It is the custom of this worthy 
pair at or about eleven o'clock every 
night to enter the sanctum of the night 
editor, and, standing before his desk, 
deliver themselves of a sort of reci- 
tative duct something like this : 

The Foreman (basso profundo)— 
There ain’t no use sending out a line 
more copy. ‘The paper’s away overset 
now. 

The Copy Cutter (tenor)—There’s 
*steen columns of small ‘‘ ads” and I’m 
all gummed up in the copy box. 

The Foreman (sarcastically) — I'll 
have to take out the sidesticks now to 
get in the article with cuts on the third 
page. 


gor el reason 


shears 
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The Copy Cutter—Why can’t some 
of that political stuff be chopped ? 

And so on, and so on. ‘The night 
editor smiles feebly, sighs wearily— 
he has heard the same song, oh, so 
often before!—waves the pair off, 
and then ‘‘kills” a column of tariff 
editorial. 

Another interruption. A spherical 
object about five feet in diameter rolls 
into the room. It hasa voice. ‘‘ Who's 
sending out c-l-u-e for clew?” it in- 
quires. ‘‘Ugh! Ugh! Don't ye 
know the style of the paper in here? 
Ugh! Ugh! Some one let whisky 
go with an ‘e’ in it, too. Slug 9 
caught the galley on it and swears he'll 
call a chapel meeting. Haven’t you 
got any idea of the style of the pa- 
per in these editorial rooms? Ugh! 
Ugh!” 

That is the chief proof-reader. The 
** style of the paper ” is his fetish. He 
would read an item describing the as- 
sassination of the President of the 


United States without the faintest show 
of interest, but the omission of a hy- 
phen in a compound word excites his 
liveliest indignation. 

**On with the dance, let joy be un- 


confined!” It is nearing midnight, 
the hour when every one connected 
with the establishment begins to exude 
blood from every pore. Now it is a 
struggle to ‘‘ get out the first” to catch 
the fast mail, so that our country cou- 
sins may have the morning papers al- 
most as early as their relatives in the 
city. All night long the compositors 
have been piling up galley after galley 
of type; all night long the globular 
chief proof-reader and*his attendant 
janizaries have been correcting the 
proofs and marking the errors in cabal- 
istic signs on the margin of the proof 
slips ; all night long the ceaseless cur- 
rent of ‘‘copy” has flowed into the 
composing-room, only to be absorbed 
by the shining types handled by nimble 
fingers. The editorial force has rushed 
out the last most important items, 
which have been cut up into small 
“takes” and given to the composi- 
tors. 

Now the process of ‘‘ making up” 
begins. The night editor, the foreman 
and the ‘‘make ups”—assisted and 
counseled by the omnipresent copy cut- 
ter—gather at ‘‘the stones” and begin 
to put the set-up matter into the 
“forms.” Each page of the paper is 
on a little brass-covered table which 
moves on wheels, and at each of these 
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tables a man is ‘‘ dumping ” the matter 
in under the direction of the night 
editor. 

That functionary has made up his 
mind long ago what articles are to go 
on the different pages and has made a 
schedule of the ‘‘ display heads’’—the 
articles with the big head-lines. But 
sometimes they don't ‘‘ fit’ and have 
to be ‘‘ jumped” to another page or 
transposed to another place. Then 
there may be something late—a pro- 
crastinating ‘‘comp” is ‘‘ holding a 
galley ’"—and a page has to be remod- 
eled altogether within a few minutes. 
Cuts—pictures—may have arrived from 
the engravers’ room down-stairs; a 
thousand and one things may happen 
to delay the make-up process, but the 
forms must go to the stereotyping- 
room on time. And they do. 

The last galley finally gets to ‘‘ the 
stone,” with slugs pulled, perhaps ; 
the belated pictures appear and are in- 
serted in place of the dummies which 
have been holding their places; the 
trucks are wheeled off to the stereotyp- 
ing-room, and that ends the responsi- 
bility of the typographical department 
of the office. Everybody draws a long 
breath of relief, and then turns in to be 
ready to repeat the performance two 
hours later, when the second edition 
has to be made up in precisely the same 
way. 

Four o'clock in the morning. The 
last edition has gone down, the forms 
have been stereotyped, the plates are 
on the presses, and the presses are 
clanking away, chewing up white paper 
by the ton and spitting out thousands 
of printed papers every hour. In the 
corner of an all-night street car sits a 
weary-looking man with his hat drawn 
over his eyes. He is asleep or dozing, 
yet from his lips issues a sort of refrain : 
** There’s no room in the paper, boys , 
cut her down to the bone.” 

It is the night editor, homeward 
bound.—Charles Matthews, in Chicago 
Daily News. 

in dies 

THERE is no merchant who does not 
desire to increase his business. The 
way to do this is to let the world of 
shoppers know what inducements you 
are holding out to them by advertise- 
ment.—Avading (Pa.) Eagle. 

a habsnienebiieit 
ADVERTISING is to business as a man 
well shod. 
Without advertising, man will always 
plod.— W. MW. Laird. 
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fe HEUMATISM. 


It hx NO EQUA 9) 


AT ed. 3 N DEALERS ane 
TRe CHAS.A-VOGELER CO. BALTO. MD. 


We cheerfully recommend Kellogg's 
valuable Newspaper Lists, which we 
have used for many years. Accept 
this as convincing evidence of our 
unaltered opinion that they are {irst- 
class advertising mediums. 

THE CHARLES A. VOGELER CO. 


Per L. A. SANDLAssS. 


BALTIMORE, Md., April 30, 18go. 
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PHOTOS 


“T Wrte Adds’ amphlets, 


Circulars, Let * Rates reasonably high.’ 
GEO. w. EL ‘L jorr. Rochester, N. Y. 


It’s 1 of my “fads” 
‘2 distribute good “ ads,” 
Nail signs or show sample. 
My Xperience ample 
My bill don't resemble the bill of a stork. 
Addre ss C. F. Wilkins, at Gay Head, New York. 


IRCULARS CAREFULLY ISTRIBUTED, 
#1.00 PER 1,000, oe ame 
3,000 Names and Addresses of Voters 
of this County, 1890, $6.00. 
Refer to Postmaste r Address, with stamp, 
JAS. CU NNINGHAM, 
Manorville, Armstrong Co. 


te ” If you 
MOE (OP YOUPSEL. sxx, or 
advertis 

ing, nationally and hi eee send for 


book with above title. JUDGE PUB. CO., New 


or 


16 Lovely Beauties, latest, 
only lc. 59 for 25c. Thur. 
ber & Co.,Bay Shore, N. Y. 
for | general 
advertisers. 








, Pa. 








LO¢ ¥.000 nent citizens in 9 Bates 


New, accurate, neatly gotten up. The best 


list on the market. atime of PARWERS 1 
TET rn 0”) — York, pm — ‘and 12 


Western States. Sheets can be used in a 
— r. Very cheap. For sample sheets of 

the above and prices, address ALFRED A. 
HORN, Publisher, 6 Clinton Place, N. Y. City. 


T= ARKANSAS METHODIST, 


LITTLE ROCK, ARK. 


Sworn Circulation Fifty per Cent Larger than 
that of any other paper, Religious 
or Political, in the State. 


THE BEST ADVERTISING MEDIUM IN 


Dodd's Koston. 


Send for. Estimate 


CAREFUL SERVICE. 











Adverusing Agency, 
265 Washington Street, 











ESTIMATES. 64 


RELIABLE DEALING. 
ae 








Humorous Drawings. 


FURNISH advertisers with humorous 
sketches in the Pearline and Rogers, Peet 
& Co. style. A bright drawing, with pointed 
catch-line, adds 3) per cent to the attractive- 
ness of an “ad.” or circular. I have done this 
kind of work for leading advertisers, but 
have a little leisure in which I will undertake 
more. I don’t do the vulgar or “‘ cheap” kind, 
but furnish catchy sketches at fair rates. Ad 
dress “ ARTIST,” care PRINTERS’ INK. 
Before fixing up your 


AUSTR ALIAN. Australian contracts for 


advertising, we should like you to write to us for 
an estimate. We guarantee to save you money, 
for, being on the spot, we can do advertisin 
cheaper than any other firm ata distance. All 
papers are filed at our bureau, and every appear- 
ance is checked by a system unparalleled for ac- 
euracy. On application we will prepare any 
scheme of advertising desired, and by return 
mail will send our estimate. We desire it to be 
understood that we are the Leading Advertising 
Firm in the Southern Hemisphere. Ertabitehed 
over a quarter of a century. F T. WIMBLE & 
CO., 369 to 373 George St., Sydney, ‘sues ralia. 
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PRIMERS 


For Advertisers. 


Samples of some of my handsomest prim- 
ers, sent free to any eddres 88. New styles, lat 
est ideas. A, L. TEELE 
vertising, 55 W. Es $e d 


MOSES 


Dealers who wis hn 
copies will be ~. 
plied wholesale 





t, Writer of Ad- 
St., Ne w York. 


For seventy cents will be 
mailed, post free, to anv ad 
dress, a copy of the Sketches 
and ey of Moses Trad 

oo. The latest work of its 
the rate of $6.00 : 


dozen ; 9 om 5 TRADDLES. 


collect. ad dress all communications, 
THE TRADDLES CO., 


Box 330. Cincinnati, ¢ bio. 





PROPOSALS FOR PAPER. 

Sealed proposals will be received by the 
Times-Democrat ns ematey No. 0 
Camp St., New Orleans, La., until February 
15th, 1891, for furnishing news paper for one 
year from March Ist, 1891. The size of roll, 
weight and estimated quantity required 
weekly will be given on application to this 
office. Terms to be cash on delivery. En 
velopes containing proposals should be 
marked “ Proposals for Paper,” and be ad 
dressed to the undersigned. The right is re 
served to reject any and all bids. PAGE M. 
BAKER, Manager. 





In the back of the American News- 
paper Directory there has appeared for 
many years the largest mass of solid 
j advertising pages to be found in any 
| book ever published on the face of the 
|globe. In the twenty-second annual 
edition, published April, 1890, there are 
496 of these pages, and the publishers 
of the Directory find that for the cur- 
rent year there is exhibited on the part 
of prominent papers even a greater 
disposition than usual to avail them- 
|selves of the advertising pages of this 
standard work. With a view of 
ing something to the effectiveress of 
these closely packed pages, arrange- 
ments have been perfected to en- 
liven them by a display of attractive 
and novel features calculated to illus- 
trate possibilities in the preparation of 
an advertisement. The publishers of 
the Directory will use from I00 to 150 
pages of the advertising space for this 
purpose, and at thesame time will av: ail 
themselves of the opportunity to exhibit 
to the public the advantages that 
may be found by making use of a 
well-known and thoroughly equipped 
advertising bureau such as they con- 
duct. 


add- 
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9,500 *# DAILY. 


The HOME CHEER presses turn out 
on an average a little less than 10,000 
copies of HOME CHEER daily, seldom 
dropping more than 500 below the 
10,000 mark, sometimes running past 
that They are not “fast” 
presses, but were built for fine work, 
and do it. We believe good printing 
pays. Our work is continuous. We 
print and mail HOME CHEERS every 


working day in the month. 


figure. 


Advertisers or their representatives 
are always welcome, and facts and 
figures are accessible. The last pages 
of the March issue close February roth. 


Specimen copies free. Correspond- 


ence solicited. 
THE HOME CHEER COMPANY, 


42 Charles Street, Home Cheer Building, 


LYNN, MASS. 


N. B.—New England advertisers can reach 
us by telephone, “ Lynn 24—4.” 


A SICK MAN 


can be cured of almost any dis- 








ease by removing obstructions 
to the free operation of natural 


laws, 


METHUSALEH 


for longevity, 





made a record 
probably because he maintained 
conduce to 


conditions which 


health. 
VICOR 
NR 


is a publication which discusses 
these propositions and suggests 
a cure for disease WITHOUT 
MEDICINE. Circulation 50,- 
ooo monthly. Advertising rates 
on application. Send for sam- 
ple copy. 
THE HEALTH PROCESS CO., 


39 Nassau St., New York, 


INk. 


| ‘ 
Printers Ink 


is printed with 


Wilson's Ink. 


PRICE 30 CENTS A POUND, 
Satisfaction Guaranteed 
or Money Refunded, 
A TRIAIT 


ORDEK IS SOLICITED, 


ADDRESS 


W. D. Wilson Printing Ink Co., 


LIMITEO, 
WILLIAM STREET, 
NEW YORK. 
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SOME 
ADVERTISING 
AGENTS 
have said that we give the lowest 
rates to be obtained on Home-Print 
Country Weeklies. 
WE THINK 
THIS MAY 
BE TRUE! 
Absolute proof that advertising 
charged for has been done is fur- 
nished each customer by showing 


one copy of each date of papers on 
our bills. 


NO PAPER SHOWN, 
NO PAY REQUIRED. 
Who offers more satisfactory proof? 


Netson (desman 2 ‘© 


New 


Business Office, 1127 Pine St.. St. Louis, Mo, 
| Branch Office, 4 Beekman 8t., Hew York City. 


AQV 
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ADVERTISERS! 
ARE YOU 
AWARE 


how many families, of the well-to- 

do, purchasing classes, 
living within ten miles 
of all large cities, in the 
suburbs of large towns, 
in villages (as well < 
live farmers) keep a few 
hens ? 

They keep : ‘‘ Poultry for Profit” and 

consequently 

THEY ARE THE 
PATRONS OF 


The Farm-Poultry Monthly, 


AND ARE A 
BUYING PEOPLE. 


Advertise in 


Moral: Farm-Poultry. 


For Rates and S 
FARM-POULTRY, 
BOSTON, 


WEED-OUT 


ample Copy address 
22 Custom House St., 
MASS. 





If the Seedsmen will find any better field 
in which to sow their seeds of advertising for 
1891, than ,through the columns of ** COM- 

FORT.’ 


It covers the complete ground which 
they desire to reach, and it has been stu- 
dicusly cultivated for the past two or 

ears, to bring it up to that prime 
Soot on, 80 if Ne wish the largest amount 
of returns, and desire to obtain the great- 
est res s. t up some special ad. for 
OM EORT.” or Weed Out some of 
the old As of a by-gone ad. that you 
already knew is good, and brush up the 
roots for a one-time insertion. We know 
you will always _ plant on our ground 

“5 ee the 

Space at the agunetes, or of 


THE GANNETT & MORSE CONCERN, 
AvGusTA, MAINE. 


PRINTERS’ 


INK. 
Write 


Postal or Letter 





to us before deciding upon the 
* advertising mediums to be used 


during 1891. We will give you 


a statement of cost for these 


papers: 


Sunday School Times, 


PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 
National Baptist. 
Christian Standard. 
Presbyterian Journal. 
Ref’d Church Messenger 

Splecopel Recorder. 
Christian Instructor. 


(151,000) 


(104,000) 


| Christian Statesman. 
| acetes Recorder. 


utheran. 
BALTIMORE. 
Baltimore Baptist. 


Episcopal Methodist. (8,000) 





No general advertiser can be 
well served, without great cost, 
‘in our field unless these papers 
jare on his list. Because we 
handle these papers in combi- 
nation we are able to give low 
The 


endorsement 


i ‘ 
| pesces and exact service. 


papers give the 


which comes from many years 
of good work. 


One 
Price 

Advertising 
Without Duplication 

of Circulation 
HOME BEST 

JOURNALS 14 WEEKLIES 

Every Week 

Over 260, 000 Copies 





Religious Press 
Association 
Phila 


z= 





PRINTE 


‘ x x ) . 
THE TEACHER 
4 44 4 ‘ 
A Monthly Journal of Educatii 
Pedagogy, 


will reach every person in 


n and 


During 1891, 
the U. 
work of Education. 
anteed to 
and THE TEACHER is the most highly 
accredited journal in its field. 


The circulation is guar 
Issue, 


RATES: 


: line, nonp., each insertion..& 


8S. employed in any department of the | 


exceed 50,000 copies each | 


INK. 


ST. LOUIS 


Journal of Agriculture 


} Weekl 
0001 “Meee” 


Rs’ 


Guaranteed 41, 


TO PAID IN ADVANCE SUBSCRIBERS, 


We will GUARANTEE 
|5%2 times more circulation 


-49\to Paid Subscribers than 


inch (12 lines) 1.50 


column (16 inches)... 16.00 any weekly agricultural pa- 
Ly Fee - 120. s s 
odie ean 120.00 der in St. Louis, or ask no 


: months, 10 per| pay for advertising. 


per cent.; year (10 


on continuous insertion: 
cent 6 months, 15 
months), 25 per cent. 


; WE ISSUE from 35 to 50 per 
Publication Day, the 15th. cent. more papers to Paid 

Copy required two weeks in advance. Ad Subscribers every week than 
vertisers beginning February for the year any paper of our class west of 
will systematically cover the entire body of Ohio. ios 
American teachers and school officers. | See the Agents for terms, or 


ress— 


Advertising 


Address { —add 


TEACHER, 


Journal of Agriculture 
ST. LOUIS, MO. 


D2 You WANT AGENTS OR DISTRIBUTERS? = 2 + «© 


Copyrighted 1890 by Lum Smuh's Agents’ Herald, Phila., Pa, 


SPECIAL BILL POSTERS WANTED 


oltoan Patentees, Manufacturers, etc., 

uesting us to supply the addresses of velis- 
ng Yoon ar distributers, bill posters, ete. Brunn’s 
success is marvelous, and will open up in 200,000 
HERALDs next issue, to be mailed to business firms, 
a new, profitable and permanent business to 
one Man, woman or youth in every town 
and hamlet in the U.S. and Canada. 

“The early bird catches the worm. 
We wanta few such “ads.” as Brunn's 
to start with in this moath’s Mam- 
MOTH editions of the Agents’ Herp. 
> paid $2.40 to insert 4 lines, June’90. 
He be; during summer. That ad. 
m; is paying yet. He has 
kept constantly busy,employs three 

men to assist him,clearing on their | 


THE 
3E bast 14¢i 14th St St., N. ¥. 








ALL 
ADVERTISERS 
WANTING 
THE 
ADDRESSES 
OF 
CIRCULAR 
DISTRIBUTERS, 
BOOK 
AND OTHER 
AGENTS, 
SHOULD SEND 
FOR 
A COPY OF 
THE 


THE 


AGENTS’ 
HERALD 


WILL PAY 
$10 PER 1,000 
FOR 
LETTERS 
RECEIVED 
FROM 
SUBSCRIPTION 
BOOK 
AGENTS. 

AGENTS’ 
HERALD 
15th YEAR. 
CIRCULATION 
80,000 
MONTHLY. 


ry 15 


many firms who saw his ad. in 

the Heravp. It costs every 

firm at least $10 in postage alone 

to mail 1000 circulars. Wow advertise to 

hand them out on streets, R. R. cars, 

boats, houses, offices, country roads, ete., for 

$2 per 1000. Ten firms may each send you 1000 

at the same time, making 100) packages of 10 

h, for distributing whi ch you would 

promptly receive $20. 4, in advance, 44 when 

work is done. Asaving to each firm who em- 

plore» you of fe per 1000. Parents make 

a present. Start them n this growing business. Begin 

meee business before some one in your county gets the 

start of you. a in on the ground floor.” You can super- 

intend it only, aad get boys te do the actual work. 4 lines as 
‘Bruna’s) below in 200, Hxease costs $2.40; 

nails up signs, distributes circulars, 


RUNN papers, samples, etc.. throughout Black- 


AGENTS’ 
hawk and surroundin counties. Charges mod 


ES A Special Messenger leaves the Phila. P.O. eve 
= a minutes with ALL of LUM SMITH'S 








HERALD. 
j erate. Address W. H. UNN, Waterloo, Ia. 


Agents’ EXeralid, A 19,586, PFhila., Pa-e 
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ADVERTISERS! 
ARE YOU 
AWARE 


how many families, of the well-to- 
do, purchasing classes, 
living within ten miles 
of all large cities, in the 
suburbs of large towns, 
in villages (as well as 
live farmers) keep a few 
hens ? 
They keep : ‘‘ Poultry for Profit” and 
consequently 
THEY ARE THE 
PATRONS OF 


The Farm-Poultry Monthly, 


AND ARE A 
BUYING PEOPLE. 


Advertise in 


Moral: Farm-Poultry. 


For Rates and Sample Copy address 
FARM-POULTRY, 
BOSTON, 


WEED-OUT 


MASS. 





If the Seedsmen will find any better field 
in which to sow their seeds of one vertisin, for 
1891, than ,through the columns of **C 
FORT.’ 


It covers the complete ground which 
they desire to reach, and it has been stu- 
dicusiy cultivated for the past two or 

hree years, to bring it up to that prime 
}—~ ¥ on, 80 if oe wish the largest amount 
of return = desire to obtain bf great- 
est res t up some special ad. for 
“COM FO nt a Weed Out some of 
the ot FORT, of a 4 ‘gone ad, that you 
already know is good, and brush up the 
roots for a one-time insertion. e know 
yoo will always pans on our ground 


season 
“Space at the ‘Agencies, or of 


THE GANNETT & MORSE CONCERN, 
AUGUSTA, MAINE. 


22 Custom House St., | 


PRINTERS’ INK. 


Write 


Postal or Letter 





to us before deciding upon the 
advertising mediums to be used 


during 1891. We will give you 


a statement of cost for these 


papers : 


Sunday School Times, 


PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 
National Baptist. 
Christian Standard. 
Presbyterian Journal. 
net'é hurch Messenger 
| Recorder 
che stian fesheuster. 
Christian Statesman. 
Christian Recorder. 
Lutheran. 
BALTIMORE. 
Baltimore Baptist. 
Episcopal Methodist. 


(151,000) 


(104,000) 











(8,000) 





No general advertiser can be 
well served, without great cost, 
‘in our field unless these papers 
lare on his list. Because we 
handle these papers in combi- 
nation we are able to give low 


The 


the endorsement 


| - . 

prices and exact service. 
papers give 
which comes from many years 


of good work. 


| One 
Price 
Advertising 
Without Duplication 
of Circulation 
HOME BEST 
JOURNALS 14 WEEKLIES 
Every Week 
Over 260,000 Copies 





Religious Press 
Association 
Phila 


Zz 





PRINTERS’ INK, 


ST. LOUIS 
THE TEACHER, af hewn’ 
sow rf sows" QQUENAL Of Agriculture 


Pedagogy, 
During 1991, will reach every person in 
the U. 8S. employed in any department of the | Weekly 


work of Education. The circulation is guar Guara nteed 4 1,000 j issue 


anteed to exceed 50,000 copies cach! to PAID IN ADVANCE SUBSCRIBERS. 
issue, and THE TEACHER is the most highly 


accredited journal in its field. We will GUARANTEE 


RATES: |5)2 times more circulation 
Per line, nonp., each insertion. .& 40 to Paid Subscribers than 
ie tt Ee 1.50 
* column (16 inches)........ 46.00) any weekly agricultural pa- 
“ -(Be e . 12¢.00 
cites 8 12¢-99 der in St. Louis, or ask no 
on continuous insertion: 3 months, 10 per pay for advertising. 
cent.; 6 months, 15 per cent.; one year (10 —_—_ 
months), % per cent. WE ISSUE from 35 to 50 per 
- cent. more papers to Paid 
Publication Sie the I5th. 
Copy required two weeks in advance. aad. Subscribers every week than 


vertisers beginning February for the year @Ny paper of our class west of 
will systematically cover the entire body of Ohio. 


American teachers and school officers. \ See the Adve rtising A Ag aeatin for terms, or 
Address —address— 


THE TEACHER, Journal of Agriculture 


3 East 14t 14th 8 St., N. = ST. LOU =m mo, 


D2 You WANT. AGEN Ts OR DISTRIBUTERS? | oe 2 = « 


Copyrighted 1890 by Lum Smuhs Agents’ Heraid, Phila., Pa, 


ALL SPECIAL BILL POSTERS WANTED) =e 


olereaen Patentees, Manufacturers, etc., are 
ADVERTISERS —— esting us to supply the addresses of relia- AGENTS’ 
tes circu 


jar distributers, bill posters, ete. Brunn's 
WANTING success is marvelous, and will open up in 200,000 
HERALDs next issue, to be mailed to business firms, HERALD 
THE a new, profitable and permanent business to 
* one man, woman or youth in every town 
and hamlet in the U.S. and Canada. WILL PAY 
“The early bird catches the worm.’ 
We wanta few such “ads.” as Bronn’s | $10 PER 1,000 
to start with in this moath’s Mam- 
MOTH editions of the Agents’ Heratp. FOR 
Brees paid $2.40 to insert 4 lines, June’ a. 
during summer. That ad LETTERS 
rt 
ept constantly busy,employs three 

men to assist him,clearing on their labor RECEIVED 
from $10 to $15 a day distribut- FROM 
ing circulars at $2 gD 1000 for 
many firms who saw his ad. in 
the Heratp. It costs every SUBSCRIPTION 
firm at least $10 in postage alone 
to mail 1000 circulars. Wow advertise to BOOK 
hand thems out on streets, R. R. cars, 
, houses, offices, country roads, ete., for AGENTS. 

#2 per 1000, Ten firms may each andy you 1000 — 
same time, making 100) packages of 10 , 
h, _ distributing which you would AGENTS 

A COPY promptly receive $20. +, in advance, }¢ when 
0 oF ee a Asaving’ to each firm who em- HERALD 
loys you o! per 1000. Parents make 
THE tart them n this growing business. ~— 15th YEAR. 
ness before some one in your county gets the 

AGENTS’ j Fe mh “Come in on the ground floor.” You can super-| CIRCULATION 
intend it only, aad So ty fh te do the actual work. 4 lines as 
‘Bruna’s) below in HERALDS costs $2.40; 80,000 


nafls up signs, distributes circulars, 
HERALD. RUNN pers, Coates ete.. throughout Black- MONTHLY. 
hawk and earroundin counties. Charges mod 
erate. Address W. H. BRUNN, Waterloo, Ia. 


Agents’ EXerald, 412,556, Phila., Pae 








ADDRESSES 
OF 
CIRCULAR 
DISTRIBUTERS, 
BOOK 
AND OTHER 
AGENTS, 
SHOULD SEND 
FOR 


minutes with ALL of LUM SMITH'S 
Mail in a locked pouch. Distance to 


Smith's Office, 
twe blocks. 


es A Special Messenger leaves the Phila. P.O. every 15 
a 
5 
3 
ah 


= 
St 











PRINTERS’ INK. 





Copyrighted 1891, by 8. C. Beckwrrn. 


As the Monkey Said to the Parrot. 


CIRCULATION: 
PORTLAND 
DAILY 
OREGONIAN, 


Total for 12 months 


ending October 31, 1890, * 


5,446,100. 
Daily ave 
17,400. 

a 


SUNDAY 
OREGONIAN, 


Total for 12 months: 


918,900. 


Average: 
17,670. 
+ 
WEEKLY 


rage, 


OREGONIAN, « 


Total for 12 months, 


779,900. 


Average, 
15,000. 


509 ‘‘ The Rookery, 


CHICAGO, 


| tion. 


FTNHIS may not seem like a very dignified 
kind of catch line, but it 1s used to 
gain the attention of ‘‘old fogies”’ 
who don’t believe in advertising in 
the far West. If they would only get 
up a good catchy advertisement and 
put it in the columns of the Portland 
Oregonian they would have reason to 
change their opinion. 

Portland is probably the richest city in 
the United States in proportion to popula- 
With a population of 75,000 people, 
it did a jobbing trade of $115,000,000 in 
1889, and this year it will run much higher. 
In 40 years there has not been a failure of a 
banking or commercial house. 

The OREGONIAN is not a new paper. It 
has entered upon its second half century of 
existence, and as a fitting monument of its 
success it is just completing a splendid 
eight-story-and-tower building. As PRint- 
ERS’ INK itself has said editorially: ‘‘The 
Portland OreGoniaNn is the best known and 
most widely distributed paper in all the 
region north of San Francisco and west ol 
St. Paul. In all America there is no other 
instance where so large and prosperous a 
field has for so long a time been monopo- 
lized by a single paper in the face of every 
attempt at competition.” 


S. C. BECKWITH, 


SOLE EASTERN AGENT, 48 Tribune Building, 


NEW YORK. 





PRINTERS’ INK. 


jATION 


PR C R peetdanl 


12,000,000 for ISQI 


DO YOU KNOW that it is a big job to edit, illustrate, set 
up, do the stereotyping, press work, and mailing of 240,000 
copies each week—the combined issue of the Saturday 
Blade and Chicago Ledger ? 


DO YOU KNOW that it is a big job to handle over 6,200 
newsboys and agents in that many different cities and towns, 
each one being obliged to report each week on each paper ? 


DO YOU KNOW that the Saturday Blade and Chicago 
Ledger receive a mail of over 7,100 letters per week con- 
taining remittances, questions, kicks, subscriptions and 
requests to be appointed as agent, etc. ? 


DO YOU KNOW that it takes over 100 people to handle 
the business in the offices and mechanical departments, 
and that the weekly pay roll is over $1,400.00, and that the 
postage paid is over $300.00 per week? 


DO YOU KNOW that the Saturday Blade and Chicago 
Ledger are printed from expensive Web Presses built 
specially for illustrated work ; that one heavy car of paper 
is used up each week, and that it requires over 12,000 
square feet of floor room to conduct the business? 


DO YOU KNOW thatthe advertising rate on the Saturday 
Blade and Chicago Ledger is cheaper for the circulation 
(proved each week by P. O. receipts and other evidence) 
than in any other papers published ; and that the advertisers 
who once use either, or both papers, continue to do so 
because they pay? 


DO YOU KNOW that you can get any further information 
you desire, or rates, by applying to any advertising agency 
in any city or town, or to the publisher, W. D. BOYCE, 
116 and 118 Dearborn Street, Chicago, Ill. ? 


DO YOU KNOW 


12 MILLION 12 





PRINTERS’ 


Miscellanies, 


OUR JOURNALISTIC EDUCATORS, 
Nervous Passenver—Conductor, aren't we 
running dangerously fast? 

Conductor—Well, you see, there’s a news- 
paper reporter riding in the engine—he’s get- 
ting up a piece about “ Our Lightning Engi- 
neers,’ and McClosky’s showing him a little 
speed, that’s all.— Puch 


Gazzam—How long do you suppose 
a man can live without eating? 

Maddox—lI don't know. Have you no per- 
sonal experience ? I advertise largely, you 
know.—Montreal Herald. 

Advertising Pays.—A Georgia editor 
advertised for the owner of a lost pocketbook, 
and that night a burglar entered his office and 
robbed him of everything he possessed.—A ¢- 
lanta Constitution. 

** No, siree,” said the umbrella manu- 
facturer, ‘* I shall not advertise in your paper, 
I’ve watched your attitude toward my business. 
Last summer you predicted seven clear to two 
rainy days, and I don’t consider that friendly,”’ 
—Harper's Bazar. 

A Hard Winter for Ex 
Office Clerk : The Weekly Yawf hasan artic le 
complair in’ because we ve been gettin’ its 
mail mixe d up, and some of it what gets into 
farmers’ boxes don’t reach the Yaw? office 
until a wg be when. the farmers come to 
town. The Yaw says we’re always makin’ 
blunders. 

Postmaster—It does, eh? Just you look 
through the paper, ae see if you can’t find a 

account of a raffle er somethin’, We'll show 
‘em.—New York r has. 


an Expert.—Man- 
the new addi- 


litors.—Post- 


Contribution by 
aging Editor: And so you are 
tion to our staff ? 

Greenly— Yes, sir. 

Managing Editor 
to do at first ? 

Greenly—I don’t know, sir. 

Managing Editor—Well, what kind 
have you been doing ? 

Greenly—I never have done 
newspaper work, sir. 

Managing F ditor None at all ? 

Greenly—Not a line, sir. 

Managing F.ditor—Thensit right down there 
at that desk and write me two columns on 
“How to succeed in writing for the press, of 
sound advice to young beginners.’’—Zoston 
Courier. 


Well, what d 


you want 


of work 


Lind ° 
kind o 


any 


INK, 


A Good School.—Examining Law- 
yer: Do you know anything about protesting 
dratts ? 

Candidate—Well, I should say so. I 
three years in the newspaper business. 
Siftings. 

Brooklyn Mother—Is that one 
those horrid dime novels you are reading ? 

Her Little Son—Yes’m. 

Mother—Oh, dear! The next thing, y 


was 
4é@xas 


of 


r 
will be reading the New York papers.— Brook- 
lyn Life 

Out of Their Experience.—‘‘ How 
is it that humorists write such a lot of stuff 
about poor boarding-housesand general finan- 
€ ial wretchedness ? 

**Oh, like every one else, I suppose, they 
write of the things they know must about. 
Munsey’s Weekly, 

The Drawbacks of Journalism 
Dick: Why couldn’t Harry go to the theater 
with us to-night ? 

fom—He couldn't possibly come ; 
write the criticisms of the plays for to-m 
row’s paper, and have them in by eight o'clock 


-Harvard Lampoon. 


Caller—Your son has wonderful lit 
erary talent, and I think it a pity he should x 
to work in a store. Why don’t you make 
writer of him? 

Hostess—If I were sure 
make him his heir | would.—S/reet & 
Good News. 


A poet writes: ‘‘I kissed her undet 
the silent stars ”’ and ever so much more copy 
does he offer to supply us withal, 

We can't accept it. But we can give him 
word of advice. Don’t kiss her under the 
silent stars next time, but under the silent nose. 
You'll find it better so.— 7opical Times. 


‘*My friend George has 
Seattle,” said the obituary editor to the funr 
man, quite seriously. 

“Ah,” twittered the funny man; ** 
he gone tosee Attle for?’ 

“I should say,’ responded the 
editor with great sole mnity, “* that he has gx 
to Seattle, Wash.’ 

And the funny man felt the gray matter 
his brain slowly congealing.— Washingt 
Star. 


had t 


his uncle w 1 
Smith's 


gone t 
g € 


what I 


obituar 


Business Manager Great Newspap« 
(to clerk)—George, take down an advertise- 
ment as I dictate it, and then send it up. 
Ready? All right: 

\ Y ANTED—A MAN FOR A PLEAS 

ant indoor position ; short hours, light 
work, no e xpe rie ne nece ssary ; > plac e pe rm 
nent ; salary, $5.000 a year. Answer in ow! 
handwriting. MILtionarre, Great Da 
office 

Clerk—I have it down, sir, and will send 
to the printers at once, 

Business Manager (a week later)—George 
how many answers were received from that 
advertisement ? 

Clerk—Eighteen thousand. 

Business Manager (an hour later)—Gox 
morning, sir. What can we do for you, sir ? 

Seedy Individual—What do you charge f 
an advertisement for a situation wanted ? 

Business Manager—Our charges are high 
one dollar a line; but you must remeinber the 
vast number of people we reach. Why, sir, 
from one single advertisement inserted last 
week there were received eighteen thousand 
answers.—New York Weekly. 





PRINTERS’ INK. 


Intends to Boom the Town. 


Texas, Dec. 3d, 1890. 
Gro. P. RowE.t & Co., Newspaper Advertising Bureau, 10 Spruce St., New York : 

GENTLEMEN—A committee has been appointed hd the business men of this city for the 
purpose of advertising the inducements offered t , Texas, and the tributary 
country as a health resort, also as a good place for the inve estme nt of capital in manufact 
uring, ete. 

his committee will have funds sufficient to advertise liberally wherever they are 
satisfied they will get good returng for the money expended. 

We would like some suggestions from your agency in regard to the best plan for this 
advertising and the probable cost of the same. You can say what has been the experience 

of your patrons in using small advertisements in a large number of papers calling attention 
to the city and country, inviting all interested to write for special and detailed informa- 
tion, which, of course, is prepared with care for that purpose. 

Tamof the opinion that this will be better than large standing and display “ads” ina 
less number of papers. 

I think that your agency can give me the kind of information which will start the com 
mittee right in this advertising work, and Ido not see any reason why your agency should 
not be able to give them more value for their money than any other. 

A party called upon the committee afew days ago and offered to place their advertis 
ing in all newspapers they might select at 40 per cent off from their regular rates. I claim 
that he might do that and still it would cost more than if placed by your office. 

It will be a favor if you will furnish me with a list of such papers as you think will give 
the best results for a five and ten line “ad.” for 100, 200, 500 and 1,000 dollars ; this will give 
a start to the business, and the results no doubt would encourage a larger expenditure. 

Please write me at an early date and oblige, 

Yours truly, 





Secretary. 

The letter printed above is genuine. The name of the writer and of the 
place from which it is written are omitted for obvious reasons. This letter 
illustrates the sort of service which the people of this growing city are in want 
of and which we are able and willing to give. 

This Committee must tell its story to the largest number of the right sort 
of people in the way best calculated to produce the effect it desires to have pro- 
duced and at the smallest cost. 

To accomplish this purpose the Committee require a well-worded adver- 
tisement, and must secure its appearance in the papers that are read by the 
largest number of the right classes of people. 

This Committee should send to us the printed matter prepared for their 
use and authorize us to prepare the advertisement or give them advice and 
assistance to aid them in preparing it. 

We will tell them what papers we would recommend, what the publisher’s 
schedule price for the service is, and what concession, if any, it appears to us 
reasonable to expect. 

For this service we will make a reasonable charge, and the Committee will 
be under no obligation to employ our service further, but may contract for the 
advertising by personal application to the publishers—by letter or otherwise— 
or may award the order to some advertising agency desirous of an opportunity 
to bid for the placing of the advertising. 

Or we will ourselves contract with the publishers for placing the advertise- 
ment on the best terms we are able to procure, and will require the Committee 
to pay for the same no more than the exact net price that is accepted from us 
by the publisher, giving the advantage of all special rates and agents’ commis- 
sions, and charging for our service a reasonable fee that may be arrived at by a 
percentage or an outright round sum to be fixed by agreement. , 

GEO. P. ROWELL & CO., 
NEWSPAPER ADVERTISING BUREAU, 
10 Spruce St., N. Y. 





PRINTERS’ INK. 


A PROMINENT FEATURE 


In every advertising contract 
is the circulation of the pa- 
per or papers in which space 
is bought. Unless the cir- 
culation is good and guar- 
anteed, the contract is not 
worth much. If the figures 
are large and reliable, you 
may depend on reaping bene- 
fits from your investment. | 
advise you to advertise in 





papers whose statements of circulation are proven beyond the 
shadow of a doubt. What you pay for you get. Often more, 
never less. 


The St. Paul Pioneer Press 


has an old established and growing circulation, which has 





permanently passed 


20,000 Daily, Sunday and Weekly, 


It is the oldest, best, brightest, and most influential journal 
in the great North West, and is unquestionably an unrivaled 
medium for advertisers in that large section of our country 


A. FRANK RICHARDSON, 


Special Eastern Agent, 
13, 14 & 15 Tribune Building, 
NEW YORK. 


317 Chamber of Commerce, 
CHICAGO. 





